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@ Candy box with the 
“home made’ touch 
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specialized publication for confectionery manufacturers 


BURNS equipped plants 
have the formula for 


Clean, truly uniform 
peanut butter 


BURNS CONTINUOUS THERMALO ROASTING takes any grade of peanut and 
develops the cleanest, scorch-free roast you ever saw. 


BURNS DOUBLE BLANCHING insures maximum skin removal with minimum 
meal ....and helps you keep speck count low. 


BURNS TWO-STAGE CLEANING efficiently removes both light and heavy 
foreign matter .. . . gives you a really pure peanut butter. 


BURNS SINGLE-PASS GRINDING produces smooth, fine butter without the 
need for special re-grinders and other big power users. Burns-engineered 
additive feeders meter in stabilizer, salt, sugar, etc., evenly. 


For the SIMPLE and ECONOMICAL—AUTOMATIC and UNIFORM formula for peanut 
butter production . . . in fact, for all your NUT PROCESSING requirements, for which 


these or other Burns machines are equally efficient—consult your BURNS engineers. 


AND SONS, INC. 


IN CHICAGO NEW YORK CHICAGO IN SAN FRANCISCO 
B. F. Gump Co. DALLAS SAN FRANCISCO Tempo-Vane Mfg. Co. 
1325 S. Cicero Avenue Seerw eres 330 First Street 
Chicago 50, Illinois 600 WEST 43rd STREET * NEW YORK 36, N.Y. San Francisco 5, Cal. 
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A NEW 
SOURCE! 
NATURAL 


FRUIT 


from Florida & California 


MINUTE MAID 


SUN-FILLED 
CITRUS OILS 


Florida and California All-Valencia Orange Oils, Cold 
Pressed, U.S.P. « California Lemon Oil, Cold 
Pressed, U.S.P. + Florida and California Grapefruit 
Oils, Cold Pressed « Florida Lime Oil, Cold 
Pressed « Florida Tangerine Oil, Cold Pressed 


Guaranteed purity! Confectionery and 
bakery manufacturers are finding SUN- 
FILLED citrus essential oils unmatched 
for adding rich, full-bodied natural citrus 
fruit flavor and aroma to candies and 
pastries. They’re 100% pure... pro- 
duced and packed under U.S.D.A. inspec- 
tion... protected against adulteration and 
sophistication by tamper-proof seals. 
Guaranteed quality! Minute Maid’s strict 
quality control assures uniform high 
quality batch after batch. When you buy 
SUN-FILLED you buy the very best! And 
you have a choice of SUN-FILLED’s 
complete line of cold pressed citrus oils, 
from both Florida and California. 


Guaranteed supply! Minute Maid’s ex- 
tensive citrus groves in Florida are be- 
coming an increasingly important source 
of citrus oils. They’re a source you can 
rely on both now and in the future. Re- 
member too, that Minute Maid is Amer- 
ica’s largest producer of citrus products. 
SUN-FILLED citrus oils are shipped in 
35-lb. tins and 385-lb. drums. Free 
samples are available from your dealer, 
or by writing to: 
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MINUTE MAID CORPORATION 
Oriando, Florida 
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COMPLETE SYSTEM LOCATED IN WEIGHING DEVICE® D.L. C 


pany, ar 
ASSURING POSITIVE INGREDIENT CONTROL 


*AUTOMATIC WEIGHING DEVICE OPTIONAL ON ALL MODELS. Three 
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. FULLY ADJUSTABLE NON-TILTING 
DISCHARGE !S IN AN AREA OF COM- 
PRESSION RESULTING IN RAPID AND 
THOROUGH EMPTYING OF MIXING ARC 


CHAMBER. Josepl 
Shoppe, 
sociated 


June 28. 











. SELF-CLEANING DESIGN ALLOWS 
COMPLETE FLEXIBILITY IN PRODUCT 
MIX CHANGEOVER. 
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American News will operate 
concession stand in Loew theatres 


American News will service and operate the con- 
cession stands and vending machines in Loew theatres 
in New York City and throughout the U. S., begin- 
ning Sept. 1. Over the five-year contract period 
is estimated that sales will gross more than $25,000,- 
000. A program involving about $2,000,000 in im- 
provements and rehabilitation of the concession stands 
and vending machines will be started in Sept. In 
each city and area in which there is a Loew theatre, 
American News has a branch office and local organ- 
ization to service the movie outlets. The firm entered 
the theatre concession field over a year ago when 
it took over the RKO theatre stands. 


Muldoon becomes vice president 
of Beatrice Foods 


Edward M. Muldoon, general manager of the gro- 
cery products division of Beatrice Foods Company, 
has been named a vice president of the parent com- 
pany. The division under his direction includes the 
D. L. Clark Candy Company, M. J. Holloway & Com- 
pany, and Richardson Mints. 


Three candymakers join NCA 


Since mid-April three firms have been accepted 
for active membership in the National Confectioners 
Association. They are: F. & R. Lazarus & Co., Col- 
umbus, Ohio, producer of homemade candies; R. M. 
Palmer Co., West Reading, Penna., seasonal spec- 
ialities producer; and penny candy maker Sunline, 
Inc., St. Louis, Mo. 


ARC Past President Oliver dies 


Joseph B. Oliver, former owner of Oliver’s Candy 
Shoppe, Batavia, N. Y., and a past president of As- 
sociated Retail Confectioners of North America died, 


June 28. 


PMCA elects officers 


New officers elected to direct activities of the 
Pennsylvania Manufacturing Confectioners Associa- 
tion include: President John Woodward, Klein Choc- 
olate; First Vice President Walter Zittel, Merckens 
Second Vice President Sam Blumen- 


Chocolate Co.; 









May Confectionery & Chocolate 
Sales Were $88.1 Million 


Tctal sales of confectionery products for May 1961 
were up 19% over May a year ago, and increased 
2% for the first five months of ‘61 over last year. 
Chocolate manufacturers sold 110,132,000 Ib. in May, 
valued at $42,970,000. For the first five months this 
year poundage was up 6%, and dollar value 5% com- 
pared with the same period last year. Highest five- 
month gain, 15%, (this year over last) showed up in 
package goods made to retail at 50¢ to 99¢/lb. 


Lice” 1._CONFECTIONERY AND COMPETITIVE CHOCOLATE 
RODUCTS: DOLLAR | Se BY KIND OF BUSINESS 








Estimated sales of current month and 
comparisons 


Percent Estimated sales 
change year to date 
May Percent 
1961 change 
Item May from 5months from 


<= 
5 
< 
wa 


961 } 1961 5 months 
($1,000) 1960 ($1,000) 1960 





Confe ctionery y and compe stitive choco- 


late products, estimated total 88,086 +419 488,901 + 2 
BY KIND OF EUSINESS 
Manufacturer-wholesalers ....... 70,555 +16 386,902 4+ 1 
Manufacturer-retailers' ......... 5,286 8 32,740 (*) 
Chocolate manufacturers ....... 12,245 +41 69,259 4 
TOTAL ESTIMATED SALES OF 
MANUFACTURER-WHOLESALERS 
BY DIVISION AND STATES 

at TE iv binscconnseae nas 6,268 421 37,985 — 4 
Middle Atlantic ...........+0- 21,814 +19 122,397 + 4 
ee Pe SS SE ay 14,318 +21 68,685 + 6 
Wiis cig 5 6 Oats 60.65 lk ka ree 7,496 +415 53,712 + 2 
East North Central ........c006: 26,519 +11 139,182 — 3 

RE EN Eee et TT Pe 23,391 +10 122,310 — 3 
Wile Wh WMS gcks caw ena del 2,264 +22 11,639 + 6 
DE EE I a a O's Ad ocean 864 421 233 — 3 
West North — be aap aiate ew 65 3,597 +36 18,907 + 3 
Minn., Kan., S. Dak., and Neb. .. 1,957 +30 11010 — 4 
Iowa and Me Pe eka dl ore Aas adn 1,640 +44 7,897 +14 
EE ree 3,587 +10 18,436 — 1 
Md., D. of C., Va., W. Va. 

a a Ye ren 1538 + 8 7,932 —3 
i hikes ode bed abaea cae 2,049 +11 10,504 4+ 1 
East South Central: 

Ky., Tenn., Ala., and Miss. ..... 1,677 +18 8,462 + 4 
West South Central: 

Ark., La., Okla., and Tex. ...... 1975 +18 13,826 + 7 
Mounts 1in: 

Ariz., Colo., Idaho, N. Mex. 

ME UE ot ee a tae as 934 +431 4,937 +13 
NR Saxo doce aod eee eee winless 4,184 +17 22,770 +6 
i SEE eS eee ee ee 3,477 +19 18,589 + 6 
Wash. and Ore. (eas ehhnnaahas 707 +8 4,181 +7 





‘Re tailers with two or more e outlets. 
“Less than 0.5 percent change. 
TABLE 2.—-POUNDAGE AND DOLLAR SALES OF SELECTED 
MANUFACTURER-WHOLESALERS AND CHOCOLATE 
MANUFACTURERS, BY TYPE OF CONFECTIONERY 











5 months 
Pounds a 000) Value ($1,000) 
May 1961 Percent Percent 
change change 
Pounds Value from from 


Type of product (1,000) ($1,000) 1961 1960 1961 1960 


TOTAL SALES OF SELECTED 
ESTABLISHMENTS.. 110,132 42,970 578,836 + 6 233,528 + 5 
Package goods made to 
re _ at: 
$1 or more per lb.. 
$.50 to $.99 per Ib. 





2,094 2,078 19519 — 7 22,853 — 6 
8,840 4,412 47,121 +15 23,953 +10 

Less than $.50 per Ib. 17,204 4,641 87,783 fo 3) 
et UN. ois’ ku 8,00 51,245 20,547 269,406 + 2 107,856 + 3 
5¢ and 10¢ specialties 14,895 6,806 67,212 4+ 7 
Bulk goods? ......... 15,854 4,486 87,795 +12 24° "480 +16 





1 1 , 





1$elected group of large mag panes wo and late manu- 
facturers report sales by ype of roduct. Companies reporting such detail 
account for ssoneteniey alf the total dollar sales of manufacturers. 

“Includes penny gi 

%Less than 0.5 percent dais: 


Data from monthly Current Industrial Reports of U.S. Dept. of Commerce 





Published monthly by The Manufacturing Confectioner Publishing Company. Executive offices 418 North Austin poiovaed, (Oak 
Telephone Village 8-6310. Eastern offices: Box 115 Glen Rock, New Jersey. N.Y. City telephone Bowling Green 9-8976. Publica 
Prudence W. Allured, All rights reserved. Second-class postage paid at Pontiac, Illinois. 


Main Street, Pontiac, Illinois. Copyright, 1961, 
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THE EYE SAYS BUY... 


- Hersh 
Color makes pops tops in sales . . . gorwdita 


J. Wagne 


PaRAKEET Color that is—original tints, § "™4"<* 
Manufactu 
blends, tones, shades custom-created with Park, Ill, 


the NCWA 
PARAKEET FDC Colors by STERwin. Interested? tera 


Write, wire, phone . . Shun Che . Z lau, F & 


1450 BROADWAY, NEW YORK 18, N. Y.—LAckawanna 4-6400 for Aug 





thal, slumenthal Bros. Chocolate Co.; and Third Vice 
President Robert Minter, Minter Bros. R. F. Keppel, 
Sr. and Jr. are treasurer and assistant treasurer, re- 
specti\ ely. 

The Executive Committee is composed of Clayton 
Minter, Jr., Minter Bros.; E. W. Meyers, Hershey 
Chocolate; Richard Stark, Bachman Chocolate; Clar- 
ence Bortzfield, Keppel’s; Harry Goldenberg, Golden- 
berg Candy Co; Otto Glaser, Dairy Maid; and L. 
R. Hopkins, Stephen F. Whitman & Son, Inc. Bill 
Shunk, Skyline, Inc., is an honorary member of the 
committee. 


Hinkle gets Stroud Jordan Award 


Dr. Kathryn Langwill, 
honored last year by 
the American Associ- 
ation of Candy Tech- 
nologists, hands the 
Stroud Jordan Award 
to 1961 recipient 
Samuel F. Hinkle. 

Samuel F. Hinkle, President, Hershey Chocolate 
Corporation, is the 11th recipient of the Stroud Jor- 
dan Award, given annually by the American Associa- 
tion of Candy Technologists. The award was given 
to Hinkle in recognition of his outstanding contribu- 
tion to the field of candy technology. Because of 
his efforts in confectionery research and development 
during World War II, in cooperation with the U. S. 
Quartermaster Corps, GI’s were provided with choc- 
olate bars, rich in concentrated nutrients, which sus- 
tained life under the most adverse circumstances and 
which remained stable under extreme heat. 

Last year’s recipient Dr. Kathryn Langwill, director 
of research, Refined Syrups and Sugars, Inc., pre- 
sented the award at the annual AACT luncheon 
meeting held in conjuction with the 1961 National 
Confectioners Association convention in Chicago, June 
19. 


Welch to step up 
advertising; use national tv 


The James O. Welch Company, Cambridge, Mass. 
will expand its advertising and merchandising this 
Fall. The company will use network television for the 
first time to promote the foil wrapped Economy line 
coast to coast on the NBC “Today” show. 

New major markets will be added to their spot tele- 
vision schedule, with commercial frequency stepped 
up. Major emphasis will be on children’s television 
shows having live commercials. This will be sup- 
plemented by one-minute film commercials on other 
children’s programs. 

Radio advertising will be resumed this Fall, with 
a saturation spot campaign over WWRL and WLIB 
in New York City. 

All advertising will be backed by a complete mer- 
chandising program, and sales incentives. 


Majer of Hershey dies 


Lester W. Majer, vice president and secretary of 
Hershey Chocolate Corporation died July 15. He was 
immediate past president of the Chocolate Manu- 
facturers Association, and widely known in the con- 
fectionery industry. 


General Foods buys 
French candy firm 


General Foods has purchased Krema Hollywood 
Company of Paris, leading candy and gum producer 
in France. The firm employs more than 600 people. 
The brand name “Krema” because of its close associa- 
tion with the word, cream, in many languages will be 
used in marketing such GF products as puddings, 
desserts, etc., which are expected to be added to 
Krema’s present line. 


New trademark for Bonomo 


As a first step in the redesign of all its packages, 
Bonomo Candy Division, Gold Medal Candy Corp., 
(Continued on page 64) 


Candy Wholesalers Select “Deans of Confectionery Industry” 


At the annual convention of the National 
Candy Wholesalers Association in Chicago, 
July 24-26, six men and one woman were 
honored for their long service to the con- 
fectionery industry. The new “Deans of the 
Confectionery Manufacturing Industry” are, 
left to right: H. M. Billings, Peter Paul, Inc., 
Naugatuck, Conn.; Howard B. Stark, Howard 
B. Stark Co., Pewaukee, Wisc.; Paul G. Schultz, 
Hershey Chocolate Corp., Hershey, Pa.; Arthur 
J. Wagner, Charms Co., Asbury Park, N. J.; 
Prudence W. Allured, publisher of The 
Manufacturing Confectioner magazine, Oak 
Park, Ill., the first woman ever honored by 
the NCWA; Sam E. Rich, Sweets Company of 
America, Hoboken, N. J.; and Fred H. Schon- 
lau, F & F Laboratories, Chicago, Ill. 
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It's Simple! Candy men tell us 
Eclipse® performs better! 


Unsurpassed uniform quality, just-right tender- 
ness, exceptional clarity, remarkably smooth tex- 
ture —these are the characteristics consumers want 
most in gums and jellies. 


That’s why leading jelly manufacturers use 
Staley’s Eclipse Thin Boiling Starches. They know 
there’s no surer, more economical way to incor- 
porate these customer-winning qualities in their 
candies. 


They know, too, they can always depend on 
Eclipse to give the same fine results every time. 
Thanks to its high degree of uniformity— they 
can consistently produce jelly candies that are 
never tough—never cloudy—never rubbery — but 
always with the appearance and eating qualities 


that keep customers reaching for their brand again 
and again. 

For the complete story on how Eclipse Thin 
Boiling Starches can improve your starch jellies 
and for information about Staley’s complete line 
of confectioners’ starches, see your Staley Repre- 
sentative or write to: 

A. E. STALEY MFG. CO., DECATUR, ILL. 
Branch Offices: Atlanta * Boston « Chicago « Cleveland « Kansas City 
=) New York « Philadelphia « San Francisco « St. Louis 





Eclipse 


THIN BOILING STARCHES 
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August, 1961 Volume XLI—Number 8 «2+. 
®@ Edited and Published in Chicago 


The Candy Manufacturing Center of the World “Cecat” Many of our customers 





| have found that they can 
1% Management Development Program at Minter—by Robert O. Spurdle, Jr. 23 














Weekend Special—Marshmallow Hash 62 increase their profit 
Candy Packaging: 
Film Prevents “Fingernailing” Candy and make better products 
The Candy Box with the Genuine “Home Made” Touch— with gelatin by making 
j by Allen E. Oringer 
What's New in Candy Products and Packages use of our know-how and 
Knechtel Hosts Retailers our research facilities 
Factors Affecting Invertase Action in Cast Cream Centers— 
by Fred Janssen We make all regular and 
Departments some unusual gelatins. 
Candy Business Merchandising Memo 
Broker Appointments The Candy Clinic Perhaps we can do the 
Calendar Newsmakers 
New Packages Patents 
New Products Classified Adv. same fo you. 
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—— § Oak Park, Illinois Box 116, Glen Rock, N. J. Prospect House J. 0. WHITTEN Co., Inc. 
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Phone: Village 8-6310 “ge viing Green 9-8976 London N.W. 3 MAUIG STi Ue 


Subscription price U.S. & Canada, $3.00 per year, $5.00 for two years. Individual copy 50¢. Me : 
Foreign Subscription prices, $7.00 per year, $10.00 for two years. In ordering change of ad- Maker Of Excellent Gelatin 
dress, give both the new and old address. Member Associated Business Publications, and 

Audit Bureau of Circulation. 
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FLAVOR SELECTIONS 
for FINE CONFECTIONS 


GENUINE FRUIT EXTRACTS 
CONCENTRATED 
7 
FRUIT FLAVORS WITH 
OTHER NATURAL FLAVORS 
+ 
FRITZBRO® FRUITBASES 
IMITATION 
e 
FRITZBRO® FRUITESSENCES 
IMITATION 
* 
FRITZBRO® FLAVORS 
IMITATION 
7 
FRITZBRO® AROMES 
IMITATION 
7 
FRITZBRO® SUPERAROMES 
IMITATION 
. 
EKOMO® 
IMITATION FLAVORS 
7 
MODERN FRUITESSENCES 
IMITATION 
* 
FRITZBRO® HARD CANDY 
FLAVORS IMITATION 
7 
OIL SOLUBLE 
FRUIT FLAVORS IMITATION 











WRITE FOR CATALOG 


FRITZSCHE BROTHERS, Inc. 


—_—__—_——— A FIRST NAME IN FLAVORS SINCE 1871 
76 NINTH AVENUE 


Branch Offices and *Stocks: Atianta, Ga., Boston, Mass., *Chicago, IIl., Cincinnati, Ohio, Greensboro, N. C., 
*Los Angeles, Cal., Philadelphia, Pa., San Francisco, Cal., St. Louis, Mo., Montreal and *Toronto, Canada; 
*Mexico, D. F. and *Buenos Aires, Argentina. Plants: Clifton, N. J. and Buenos Aires, Argentina. 


THEN YOU have every right to be critical of our flavors. 
In fact, we prefer critical buyers — buyers who insist upon 
the best for their money and who demand proof that what 


they buy is the best for them. Because they are the buyers 


we can sell. They’re the buyers who have an open mind — 


and a true desire to be shown. And when our representative 
calls, that’s all he asks — an opportunity to demonstrate the 
solid advantages of FRITZSCHE’S various flavors for the par- 
ticular use intended. Given that opportunity, he can usually 
satisfy the most critical buyer as to the merits of the recom- 
mended flavor selections from the FRITSZCHE line.... There 
is a correct and appropriate flavor for every purpose; we’d 


like an opportunity to suggest that flavor to you. 








NEW YORK 11, N.Y. 
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BUHLER 
high capacity FIVE ROLL MILL 


Type SFG-c for chocolate 
masses yields high output 
and extraordinary fineness 
in one passage through mill. 


NEW hydraulic system provides 


easy regulation + higher pressures + absolute pressure stability 


Constant Roll Pressures — Once pressure is set, and re-engages rolls. Exact service pressures are 
rolls never need readjustment. automatically resumed along entire length of 
rolls. Time saved in cleaning enables one oper- 
ator to attend several mills. 





Hydraulic Scraper Control— Improved scraper 
blade readjusts automatically to keep pressure 
and angle uniform. Wear on blade is minimized. 
Output fluctuations are eliminated. 





Buhler Rolls—These high quality 
rolls are world famous for their 
Rolls Always Parallel—Single switch releases excellent grip and resistance to wear. 





Engineers for Industry 


WRITE OR CALL FOR COMPLETE INFORMATION. Since 1860 


THE BUHLER CORPORATION 
8925 Wayzata Bivd., Minneapolis 26, Minnesota | (0) (0} YEARS 
Sales Offices: 
NEW YORK CITY: 230 Park Ave. (MU 9-5446) (BUHLER) 
CHICAGO: Room 515, 327 So. LaSalle St. (HA 7-5735) 
QDQQD 
ENGINEERS FOR INDUSTRY SINCE 1860 BUHLER BROTHERS (Canada) LTD. SSSS 


111 Queen Street East « Toronto 1, Ontario 
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Repeat customers® 
were treated right the first time 


Winning new customers depends on how your candy product rated on 
the first try. Candy critics (especially small fry) are quick to discover 
the try-me-again qualities of candies made with CLINTON products. 
CLINTON starches and CLINTOSE brand dextrose help your candies make 
new friends and keep steady customers. Start building new repeat sales 


by using CLINTON products. 
y 8 P Technical service 


always available 


/ CLINTON CORN PROCESSING COMPANY 


” CLINTON, IOWA 
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he Three Star Candy 


o the expert is the candy produced on the Uniplast: maximum fill, completely seamles 
pnd without fins. This universal plastic machine Hansella-»Uniplast« forms up to 4000 
absolutely weight and shape perfect candies per minute, whether solid or with maxi- 
um centre. Production efficiency of modern wrapping machines will increase 15 to 
10% when fed with Uniplast formed candies. Contact Hamac Hansella wallet Cor- 


poration, Palisades Park N. J., Boston, Chicagoans Soe ooo oeos 


HSnac__ Aaanse lla 





ic »Uniplast« Plant 


\/ 


One, 





London W 1 


Malmo 


Lima / Peru 
Moxico 7, D.F 


Palisades Park 
N.J./USA 
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Then and Now... 
NESTLE’S still the finest 


The long established success of Nestlé’s users 
proves Nestlé’s distinctive 
chocolate flavor — the “quality” 


difference in candies. 











PETER’S ° nd NESTLEs 


THE NESTLE COMPANY, INC. 


WHITE PLAINS, N.Y. 

















FRUITOSYNTH FLAVORS | 


EXTRA CONCENTRATED (ea 
IMITATION FLAVORS ——= 


These are manufactured from the highest quality Essential 
Oils and Aromatics blended with natural fruit and plant 
extractions. They are very highly concentrated and are 
useful for many purposes. 


Detailed information for their use and for the amount of 
solvent required to make flavors and flavoring extracts 
will be gladly furnished on request. 


Apple Grape, Concord 
Apricot Grapefruit-Pineapple 
Banana Grenadine 
Blackberry Huckleberry 
Canteloupe Loganberry 
Cherry, Tame Maraschino 
Cherry, Wild Orange-Pineapple 
Cranberry Passion Fruit 
Currant, Black Peach 

Currant, Red Pear 

Fig Pineapple 
Gooseberry Raspberry 

Grape, Cal. Strawberry 


DIRECTIONS FOR USE 


Soft Centers 
Hard Candies 


Y/p - 1 oz. to 100 Ibs. 
1/2 to 2 0z. to 100 Ibs. 
1 - 1 oz. to 10 gals. 
Nectar Bases for Summer Drinks. . Y2 - 1 oz. to 1 gal. 
Flavoring Extracts & Non-Alcoholic 
Flavors 6 - 8 oz. to 1 gal. 


1 - 2 07z. to 1 gal. 
samples and prices on request 


EXECUTIVE OFFICES: 900 VAN NEST AVE., 


Florasynth Labs. (Canada Ltd.) « Montreal, Toronto, Vancouver, Winnipeg « Agts. & Dist. in Mexico—Drogueria | Farmacia Mex. S. A., Mexico 1, 0. F. 





(BOX 12) NEW YORK 62,N.Y. + CHICAGOG - 


Atlanta * Boston * Cincinnati * Dallas + Detroit * Minneapolis * New Orleans * St. Louis * San Francisco 


IMITATION CANDY FLAVORS 


CONCENTRATED IMITATION 
CANDY FLAVORS No. 12 


Specially prepared to resist high temperature in the manv- 

facture of hard candy. 

e Highly concentrated and of excellent taste and aroma, 

¢ Utilize from 1'/2 to 2 ounces to the 100 pounds of hard 
candy, 

© Or 3/4 to 1 ounce to 100 pounds of soft goods. 

Apple Currant (Black) — Pineapple 

Apricot Currant (Red) Pistachio 

Banana Grape Plum 

Blackberry Grape (Concord) Raspberry 

Butter Grenadine Root Beer 

Butter Scotch Honey Rum and Butter 

Cherry (Tame) Loganberry Strawberry 

Cherry (Wild) Peach Tutti Frutti 

Coughdrop Peach Blossom Walnut (Black) 

Cranberry Pear Walnut (English) 


samples and prices on request 


CONCENTRATED IMITATION CANDY FLAVORS No. 8 


We can supply these in all of the different types of Flavors indicated 
under heading of Concentrated Candy Flavors No. 12. They bear the 
same concentration as the No. 12 line. 


samples and prices on request 


SUPERFINE CONCENTRATED 
IMITATION HARD CANDY FLAVORS 


We also offer a specially prepared line known as “Superfine Concen- 
trated Hard Candy Flavors” for high grade candies consisting of the 
same types of flavors listed under our No. 12 line. Use 11/, to 2 
ounces to 100 Ibs. of Hard Candy. 

samples and prices on request 


CITROSYNTH OILS 
CITROSYNTH LEMON OIL + CITROSYNTH LIME OIL 


CITROSYNTH ORANGE OIL 
All three CITROSYNTH OILS are not imitation oils, but are blends of the 
corresponding Lemon Oil, Lime Oil and Orange Oil with other natural 
oils to give excellent duplication as to both flavor and strength to 
achieve outstanding replacements for Lemon Oil, Lime Oil and Orange 
Oil respectively on a 100% basis. CITROSYNTH OILS are superb com- 
pounds of natural oils which retain the inherent goodness and richness 
of the natural product. Samples and Prices on request. 


LABORATORIES, INC. 


LOS ANGELES 21 
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GREER IDEAS 


WARM ROOM 


EX/RUDER DEPOSIJO4 


RE COMME MOLD locazronw FOR PARTITION 


Schematic of Greer-Racine Cup Processing Line showing left to right Cup Feeder, 
Racine Depositor, Racine Extruder, Racine Depositor, Multi-Zone Cooler. 


for CUP PROCESSING 


The Greer-Racine Cup Processing 
Line provides high-speed continuous 
production of cupped confections, and 
requires no labor beyond preparation 
of material. A 34” Greer-Racine Line 
can produce 500 2”-diameter pieces 
per minute, in paper cups ready for 
wrapping or packaging. This volume 
production is achieved at low cost. 


CALL OR WARITE: 


The system is complete, available 
from one source, and handles a va- 
riety of products including cream, 
marshmallow, peanut butter and co- 
conut centers, available in 34” and 
16” width. To learn how this system 
can increase your cup production ef- 
ficiency, please contact Greer at your 
earliest convenience. 


J. W. GREER COMPANY 





Wilmington, Massachusetts 
BOSTON e NEW YORK @ CHICAGO e SAN FRANCISCO 


--TO BRING BETTER FOOD TOMORE PEOPLE AT LOWER COST 
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MAKE CHEWY CANDIES SELL MOR 


And the way to make them sell more is to make them better with Corn Products hydrogenat 
coconut oil or hard butter. They’ll give unparalleled chewing and eating qualities to carame 
kisses, taffy, nougats and other confections. They’re proven favorites of leading candy make 
FILBISK (hydrogenated coconut oil; 92°, 97°, 110°); S-70-XX Hard Butter (pure white, neut 
taste, cannot separate, uniform, sharper melting point than ordinary hard butters). Both are a 
able in various melting points. Fast, dependable delivery and technical assistance if you wis 
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CORN PRODUCT! (i 


NEW YORK @ CHICAGO @ DALLAS @ SAN FRANCISCO SALES COMPAN) i 
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Me 
on the 
refractometer ? 
Mr.B.! 


Not a slim lovely creature like you, my sweet. It’s our chocolate that gets the Refractometer Test . . . so it’s 
never too fat . . . but never too thin! Blumenthal chocolate must be just right — like you! It’s attention to 
such details — and equipment like this — that have made The Man From Blumenthal the man 


to see for superior chocolate products for 3 generations. 


Ask the man from BLUMENTHAL BROS. CHOCOLATE GO. 


MARGARET & JAMES STREET «¢ PHILADELPHIA 37, PA. 
Manufacturers of quality cocoa powder, chocolate liquors and chocolate coatings 
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So ee 
Raspberry has always been idal- Mia ales-14n ole) ele] -lan dali andl-\ ele 


Its greatest success depends on the extent of its true reproduction 
of the flavor of the actual fruit. 


Excellent in all types of confectioneries, gelatin and dessert powders. 


nquines for mmples 





» VERONA FLAVORS 


DEPARTMENT OF VERONA AROMATICS 
Plant and Main Office 
26 VERONA AVENUE, NEWARK 4, NEW JERSEY, TEL: HUMBOLDT 3-3200 * NEW YORK: WORTH 2-3153 
Branch Office: 
208 N. WELLS STREET, ROOM 200, CHICAGO 6, ILL., TEL: CENTRAL 6-5815 

















THAT Wonderful Marshmallow Taste at Lower Cost 
with SWIFT’S SUPERWHIP GELATIN 


That special marshmallow taste that 
children know so well—and at lower 
cost! Not so impossible as it sounds, be- 
cause many manufacturers are getting 
that quality when they make their 
marshmallow with Superwhip. 
Superwhip, made especially for 
marshmallow, whips fast and sets fast. 


It helps give your marshmallow that 
tender, yet resilient texture. Super- 
whip’s high strength means less is re- 
quired. 

That faster whip and set, plus greater 
yield mean lower net cost to you. See 
for yourself what Superwhip can do. 
Return the coupon for a trial order. 


ONE TRIAL IS BETTER THAN A THOUSAND CLAIMS 


Please send us: 


Information on Swift's 
SUPERWHIP GELATIN 


100# trial drum of Swift's 
SUPERWHIP Gelatin at 
drum price... to be tested 
in our operations. We un- 
derstand, if not fully satis- 
factory, it may be returned 
for credit at your expense. 





106TH YEAR 


for August 1961 — 21 


SWIFT & COMPANY, Gelatin Department 
1215 Harrison Avenue, Kearny, New Jersey 


Firm Name 





Address 





City 





Your Name 








This offer expires November 9, 1961 








When they want lemon, give them full lemon flavor 
Sunkist Growers 


Products Sales Department, Ontario, California 


This is no place to skimp! When just an ounce or two of lemon 
oil can glorify—or ruin—a hundred-pound batch of your candy, why 
gamble? 


Insist on the one and only lemon oil that is always made from Cali- 
fornia’s best lemons. It’s guaranteed uniform —full flavor—and packed 
in tamper-proof containers by the Sunkist Growers— Exchange Brand 
Lemon Oil, U.S.P. 


LEMON OIL, U.S.P., CALIFORNIA COLD PRESSED 


Exchange Brand Lemon Oil 
is distributed in the U.S. by 
Dodge & Olcott, Inc.; 
Fritzsche Brothers, Inc.; Ungerer & Cc 
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Minter Brothers Promotes 
Management Development 


By Robert O. SPURDLE, JR. 


Director of Methods Improvement and Employee 
Development, Minter Brothers, Inc., Bridgeport, Pa. 


I T HAD TAKEN TWO YEARS for us to consolidate our 
two manufacturing operations. Though both were 
in Philadelphia, and both had been wholly owned 
for a number of years, it was only when we were 
able to move into our own building in Bridgeport, 
Pennsylvania, that the consolidation was possible. 
Shellenberger’s from 2nd & Race, and Minter Broth- 
ers, from 51st & Lancaster, were now under one roof, 
and anticipated savings in heat, light and power 
began to materialize. Where once storage space and 
limited capacity had divided raw material purchases, 
we now looked to savings in quantity buying, stored 
in bulk and distributed throughout the five story 
plant by pump and gravity feed. We even acquired 
the mixed blessings of available rental space and 
added to our confectionery duties, those of a landlord. 

Before they were combined, each separate plant 
had employed approximately 150 people and operat- 
ed smoothly under the close supervision of two or 
three men. Effective first line management by work- 
ing foremen had been possible because of the fre- 
quent and informal contact each group had with 
each other, and with the plant executives. If the 
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mogul crew had a breakdown and got behind sched- 
ule the enrober gang knew about it right away and 
was ready the next day with fill-in orders or had 
their people assigned other work for the balance of 
the shift. If a sample batch was going through the 
plant, the specifications on formulation, weight, coat- 
ing, packaging and shipping were passed along by 
personal contact with little chance for misinterpre- 
tation. Questions of communication, delegation of re- 
sponsibility, span of control, and follow-up reports 
—the “tough” part of managing—never presented much 
of a problem and major administrative emphasis was 
on the technical aspects of making good candy and 
improving methods of production. Coordination and 
organization, in a manner of speaking, took care of 
themselves. 

The Bridgeport operation, on the other hand, ran 
close to 450 people, and could simultaneously process 
over 500 different items. It was now impossible for 
one or two men to effectively survey the orders, check 
formulations, schedule each item to arrive at the next 
process when needed, order raw materials, determine 
proper packaging requirements, schedule their deliv- 











Fritzsche Brothers, Inc. 





ery, check them for completion, resolve conflicting 
delivery dates, and hire, train and supervise inex- 
perienced people. But if one man couldn't do it who 
was going to? The answer—split up the plant into 
operating units and assign to supervisors the job of 
running and coordinating their functions. 

This sounds easy—and it might be if supervisors 
and managers were born and not made. But the 
quantity of magazine articles, college sponsored cours- 
es, and books on supervisory development would 
seem to indicate that managerial skills didn’t neces- 
sarily come with longevity on the job. 


Personal contact gone 


As the two organizations gradually merged their 
efforts, it became pretty clear that the individual skills 
were not able to perform as they had “back home”. 
When a job needed to be done, the manager would 
jump in and do it. But now everytime a manager 
dug into a problem, three others cropped up. He felt 
more like a fireman than an administrator. It’s a famil- 
iar picture to any manager who has gone through 
sudden expansion and had to turn over part of his 
job to those working for him. It takes a lot of confi- 
dence and self control to stand by and see another 
doing a job you know full-well you can do better, 
and faster—especially when the way it’s done means 
a profit or a loss. On any job there’s a strong inclina- 
tion to dive in, get it done and get on with the next 
problem. But the next problem may very well be the 
same one all over again—and the subordinate is no 
better qualified than he was the first. time. And 
getting it done right this time is really important. 
Once this process sets in it gets harder and harder 
to stop—whether it involves supervision of a packing 
belt with 15 girls, or a plant with 1500. 

We saw the management arteries starting to hard- 
en up and down the line and decided to call in 
specialized help. 

The first step was—Who to ask for help? Appropri- 
ately this was like shopping in a well stocked candy 
store, a lot to choose from but hard to tell what's 
inside without buying. They ran the gamut from full 
psychological examination of our managerial staff to 
home correspondence courses the supervisors could 
take in their spare time. 

After looking over the field, we settled on a devel- 
opment program offered by Management Develop- 
ment and Research Centers, Reading, Pa., to be con- 
ducted by one of the senior partners, Stanley E. 
Walters. 


Program outlined 


This was rather an adventure for the principals of 
the company, who had successfully weathered the 
depression, the N.R.A., World War II’s Wage Stabili- 
zation Board, sugar quotas and a consolidation which 
doubled their plant size over night. But everyone 
took a deep breath and chucked aside the false pride 
and suspicions that often arise when strangers are 
called in to help put your own house in order. The 
three point approach recommended by MD and RC 
did a lot to overcome what hesitation there might 
have been at all levels, in accepting the program. 

They recommended: 


1. Build the program around what the supervisors 
themselves think is needed. 

2. Keep administrative management “tuned in” on 
the program as it develops by attending short brief- 
ing sessions before or after each meeting with the 
foremen. 

3. Make plans during the program for the company 
to continue it on their own at the end of the formal 
sessions. 

Getting the foremen’s opinions and comments on 
the plan by confidential interviews with Walters was 
the biggest selling point of all. If the suggestions 
were followed up realistically and were reflected in 
the program, it would foster a certain degree of ac- 
ceptance by the supervisors—at least at the start. It 
also gave top management as accurate a play-back 
of their people’s opinion of how the place was run as 
they were likely to get. If you, as manager, can get 
a genuinely honest appraisal of yourself from your 
subordinates, do it—it’s a challenging and valuable 
experience. 


What analysis revealed 


With the results of interviews with the 15 foremen 
tallied and analyzed the self portrait of Minter’s new 
operation looked like this: 

All felt their responsibilities and duties were fully 
clear to them, and only 3 felt they did not have 
enough authority to carry them out. (This was above 
expectations and gratifying but left the query, “why 
aren't things getting done?”, unanswered. ) 

Two-thirds felt a need for better communications 
from the company. (Maybe this explains the first 
point—neither the good news nor the bad was getting 
back to them. ) 

Two-thirds felt they could increase their skills in 
motivating those working for them. (A pretty “safe” 
question, but it did introduce the subject for specu- 
lation on how to do it.) 

Half thought job planning and scheduling was 
weak. (In a general opinion survey in mid-course 
they bore down heavily on this item, thought it 
needed more polishing and tied it to low morale.) 

Two-thirds thought that employees had little re- 
gard for, or understanding of costs and their relation 
to profit and job security. Even more felt the impor- 
tance of quality was missed by most of their people, 
and just as many thought their people needed help 
to understand the competitive enterprise system in 
back of most business decisions. (A plant-wide opin- 
ion survey showed them to be very conservative on 
these points. Fact is, the entire management group 
(administrative and line) enthusiastically endorsed 
sessions for themselves devoted to those “dry” topics. ) 

The same number thought training of new or trans- 
ferred employees was weak. (An opinion heartily 
shared by top management who were vainly looking 
to the line on that score. How to help their super- 
visors learn to instruct became the subject of a brief- 
ing session ). 

Most felt morale wasn’t what it could be, neither 
was attendance, but didn’t blame discipline—thought 
it was okay. (It wasn’t too long before they’ grasped 
the positive concept of “discipline”, i.e. control and 
training, and recognized its effect on morale.) 
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Two-thirds sensed the need for more self-improve- 
ment but thought their human relations (getting 
along with people) were pretty good. (This was re- 
vealing. We had our technical problems but they 
didn’t seem to be the main stumbling block. It lent 
emphasis to the difference between a “good guy” 
and a “good supervisor” to which Walters devoted a 
full session ). 

No one thought Safety was a problem. 

Only half thought productivity should be increased. 
(Disappointing at first glance but then, the word 
productivity has as many meanings as it has propo- 
nents and didn’t mean our supervisors were short on 
ambition or drive. ) 

Weighted point values were assigned to the answers 
of each question and from this, together with the 
very enlightening side comments made during the 
survey, we were able to put together an agenda of 
14 subjects. They would be presented by Walters 
over 16 two-hour sessions (two subjects took two 
sessions ). 

Much thought was given to when and where to 
hold the sessions since the whole idea was brand 
new and some of our people came over 40 miles to 
work. We had a one shift operation at the time and 
the consensus was for Monday evenings from 5:30 
to 7:30, after dinner (on the company) held in the 
plant cafeteria. 

The briefing session for administrative management 
was held from 4:30-5:30 and was generally to be a 
resume of the previous foremen’s session. 


How candidates were selected 

Selecting candidates for each group was a problem. 
The merger had reshuffled many of our people’s or- 
ganizational position, and on top of this we had to 
answer the loaded question: “What is the definition 
of a foreman?” It was slight comfort that thoughtful 
groups like the National Labor Relations Board had 
one definition while the Railroad Labor Act didn’t 
even have one and looks to the L.C.C. to come up 
with the answer on a case by case basis. In the end 
we looked more to the people's ability and how much 
it could contribute to their effectiveness on the job 
rather than how many people they supervised and 
to what extent. 

The first session started with 23 in the foreman’s 
group and 12 in the briefing sessions. Walters, who 
conducted the program, was well acquainted with 
all the participating foremen by this time through his 
initial survey. This did away with most of the reserve 
and “what’s wrong now” feeling that foremen condi- 
tion themselves to when attending gatherings spon- 
sored by the head office. 

The subject matter relating directly to foremanship 
and leadership was not much different from that 
found in any well organized course (or book) on 
the same subject. But what did ring a bell with the 
old timers as well as the new men were the declara- 
tions that: 

1. This was no “school for leaders”—the word “class” 
was out and so was any mention of home work and 
tests. 

2. Mr. Walters (the chairman) would have to go 
some to match the accumulated experience and 
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knowledge of the group. (working it out, we came 
to a total of 250 years of supervisory experience with- 
in the group.) Just getting this “know how” out on 
the table, lining it up with some fundamental prin- 
ciples of human behavior and watching for conclu- 
sions would add a notch or two to our ability to get 
things done and our enjoyment in doing them. 

3. The company was in back of this thing all the 
way and was looking to them for improvements 
through it. 

These may sound “old hat” to the experienced 
practitioner of human engineering. It’s a well pol- 
ished and intelligent approach that unfortunately has 
picked up some tarnish through misuse as a gimmick. 
The foreman who is “from Missouri” is quick to re- 
turn if these ideas are not followed through. 

With all that out of the way, we got into the 
meat of the first session “The Challenge of Modern 
Supervision”. And what was the first challenge?—to 
define a supervisor! We hit all around it and some 
sounded pretty good. Like so many groups before, 
however, we had to ask for help to define what we 
did for a living. 

We then got into some basic history of industrial 
development built on milestones such as Fredrich W. 
Taylor with his revolutionary hand shovels, Eli Whit- 
ney and his mass-produced muskets, and Henry Ford’s 
moving assembly line with $5 a day pay. The parallel- 
ing importance of the line supervisor as our system 
changed to mass production made it a lot more palat- 
able than the scholastic approach might have been. 
It became even more real when he drew out the 
“kitchen-to-company” progress of the Minter brothers 
and how supervisors entered the picture when the 
operation got too big for one man’s personal control. 

For the next 16 weeks we explored such areas as: 

1. Where should the foreman fit into the organiza- 
tion to be most effective (rather than where does he 
fit). ; 

2. The importance of fostering a cooperative at- 
mosphere (instead of asking or demanding it only 
to get subservience ). 

3. Developing yourself as a “Center of Influence” 
(nothing more than leadership qualities but stripped 
of any flag-waving implications ). 

4. The fascinating but neglected subject of com- 
munications. 

5. The How, When and Where of discipline. 

6. What makes people tick (applied psychology). 

7. The Importance of good instruction and training. 

8. Effective handling of absenteeism. 

Once we acquired some of the tools of manage- 
ment, we got a chance to use them by tackling ac- 
tual problems faced by supervisors. And as is the 
case of so many “people problems” they were the 
kind with no right or wrong answer. We kicked 
around actual incidents of promotion, discharge, mo- 
tivation and how to organize a job which sometimes 
split the group into two lusty camps of opinion. 

These case studies were the most popular part of 
the program and had two important results. 

1. They generated group participation where most 
of the real learning takes place. 

2. They showed what a fine art good management 
really is. For example, half-way through the first case 














everyone wanted to know “what’s the answer?”; hesi- 
tated to take a stand and mentally recorded the solu- 
tion for future reference should the same thing come 
up in his department. When we found out what had 
actually been done about the problem, it didn’t sound 
right. Each came up with his own solution. 

Without knowing it, we had brought out the under- 
lying principle of the whole program: that making a 
living by directing the works-of others is a tough job. 
When a problem confronts you, you can either duck 
it and forfeit your position, or develop an approach 
of your own. There is no catalog of right or wrong 
answers. No amount of “boning up” on what others 
have done will automatically produce the answer 
because each situation has a “hooker” all its own 
which sets it apart from the closest thing that’s hap- 
pened before. What is needed, therefore, rather than 
a “canned” solution, is the ability to systematically 
think a problem through, visualize the consequences 
of each alternative and choose which best suits the 
situation. 


Good suggestions start slowly 

We learned very soon that there is nothing easy 
about learning how to think on the job. As these 
case studies showed, a solution proposed by one of 
the group was inevitably subjected to a great deal 
of constructive criticism by the rest. Slowly the an- 
swers became more thoughtful and easier to defend. 
At the same time those who were hesitant about 
offering suggestions because they might be wrong 
saw that they were not the only ones who could make 
a mistake. This in itself brought the group closer 
together and gave everyone a measure of confidence 
in performing his daily work. 

One of the most enjoyable periods was the session 
on How our business system operates. Both groups 
were combined for this visual presentation of our eco- 
nomic system in action. We felt it was especially val- 
uable after a survey among the supervisors showed 
they thought the company was making between 25% 
and 40° net profit after taxes. (From this it is easy 
to see why so many company-sponsored “cost cutting 
drives” fail to produce results with otherwise con- 
scientious supervisors ). 


Poll opinions 

At the last session we were asked to do two things. 
The first was to conduct a confidential survey of the 
group to get their opinion of the program. We all 
thought this was really laying it on the line, especial- 
ly when the results were tallied and read right back 
to us. Almost without exception every one had en- 
joyed the sessions in spite of considerable reservation 
at the start. Some had doubts about how their super- 
visory skills had improved, but a majority felt they 
were more capable now than before the program. 
Everyone rated the instructor as good or excellent 
in getting the material across. 

The second request was to put down on the survey 
pad: “What, in your opinion, should the company 
do to improve your effectiveness as a supervisor?” 
and “What should you do to improve your effective- 
ness as a supervisor?” 


The replies to the first question came out like this; 


“Really be prepared before we start any produc- 
tion job.” 

“Closer ties between upper management and super- 
visors; weekly meetings, between the two branches.” 

“Training program for employees.” 

“More cooperation and new equipment.” 

Answers to the second question were just as frank 
and thoughtful: 

“Try and spend more time with new employees.” 

“Get more familiar with the advanced production 
schedule.” 

“Would like to help plan the work for my depart- 
ment.” 

“Be more cooperative and get to know what goes 
on in other departments.” 

Viewed as a third party, these answers may seem 
to be so basic as to contribute little to an organiza- 
tion. But their true import can only be realized when 
they come as sincere comments from your own em- 
ployees. And we recognized that they were probably 
the first open and considered opinion of company 
administration that we have had from our body of 
supervisors. 

How about results? 

Adding up the score on any program like this is 
difficult. On the one hand management may look 
for direct money savings as soon as the consultants 
leave the property—and failing to see any, feel the 
whole thing’s a “bust”. On the other hand, those in 
charge may have worked so hard to make the pro- 
gram a success that they generate, by their very 
enthusiasm, improvements that shouldn't be attribut- 
ed to the program. 

Looking at it as realistically as possible here is 
what we found: 

People on both sides of the managerial fence (first 
line and administrative) came to see that the grass 
is not always greener on the other side. Those work- 
ing in the sales, planning, and administrative areas 
saw how much the production departments depend- 
ed on them for timely and accurate information. 
And the first line supervisors came to realize that a 
smoothly running “front office” can make or break 
the profitability of their individual line. 

This insight into each other’s problems came not so 
much from the actual instructions in the course, as 
it did from problems that came up at foremen’s ses- 
sion and were carried to the briefing session by Mr. 
Walters. 

As an example, the line supervisors didn't feel 
they could answer questions of the company’s policy 
on such things as vacation privileges, parking, over- 
time and attendance. They felt this put them on the 
defensive and weakened their position as leaders of 
a department. Executive management, on the other 
hand, had assumed they all were quite familiar with 
the “ins” and “outs” of the company since most of 
them were long-time employees. Once this was out 
on the table the answer was simple: work up a 
company policy hand book on all these operating 
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conditions. That’s exactly what we are currently doing. 

Another important point this cross fertilization of 
ideas brought out was the fact that the operating 
people felt they could offer much more in the way 
of improvements if they were consulted more often. 
(It’s a pretty natural and universal feeling but not 
one most of us go about exclaiming). When this was 
brought to the briefing sessions of executive manage- 
ment it became apparent that there were many areas 
where the supervisor's advice and council was inval- 
uable and in a short while a Foreman’s Policy Com- 
mittee was formed. This committee is presently at 
work keeping the company policy handbook current. 

These two innovations have done more to foster a 
feeling of cooperation and coordination within the 
plant than any other move we can remember. But 
at the same time few of us would venture a guess at 
the dollar savings it has produced—we just know our 
profit picture is improving. 


Production now improved 

A long range benefit of the program is a marked 
improvement in our scheduling of actual lines. Prior 
to this, the office felt the production people were for- 
ever falling down on delivery dates, and correct quan- 
tities. By the same token, the operating people 
thought the sales and planning departments never 
gave them the necessary lead time and job specifi- 
cations they needed to run efficiently and make 
prompt deliveries. As it turned out both recognized 
the need to re-examine its own function with an eye 
to giving that added effort necessary for profitable 
operation. 

Again, this is a subtle aspect of management which 
can improve permanently only when each party real- 
izes how his performance can effect each step in 
the operation no matter how far removed it is. And 
we feel this program helped. 

One interesting, and we feel, valuable, morale boost- 
er is the practice of giving a box of candy and a 
card, signed by the president of the company, to 
every employee on his birthday. The gift is taken 
directly to the employee on the job, and with the 
proper spirit prevailing the results are very grati- 
fying. (The age of the recipient, of course, is held in 
strictest confidence.) We began this at Mr. Walter’s 
suggestion while the program was in progress and 
felt it was effective with our people from the start. 

Unfortunately our business is highly seasonal and 
as the program ended we were entering our busiest 
period. In spite of everything we had to postpone 
what we believed to be the most important aspect 
of our consultant’s services; a company operated 
program designed to continue the type of manage- 
ment development that had been started in the for- 
mal sessions. 

We utilized, to some degree, the group problem- 
solving techniques we'd learned when we were faced 
with an N.L.R.B. certification election. We held meet- 
ings with all the management team to discuss ways 
of building the morale of the plant people and pin- 
pointed grievances as they arose. And although we 
can’t go on record as winning the election by these 
meetings alone, we do feel that it certainly kept 
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the internal lines of communication uncluttered of 
rumors and helped get our message through to the 
grass roots of the company. 

In a way, this experience proved we were moving 
in the right direction even though at first it was 
directed at a specific subject rather than as a tool 
for continuing improvement of our management group. 
Now we are embarking on a program of “Manage- 
ment Assistant Groups” composed of foreman selected 
among themselves, who will meet on a monthly basis 
to discuss problems of internal coordination. This 
group will make recommendations to executive man- 
agement on their findings. 

Two such groups were formed to function simul- 
taneously. One group concentrates on company policy. 
It decides when a subject needs consolidated and 
collective expression, what it ought to be and most 
important how to get it across as rapidly and effec- 
tively as possible to the 350 employees it will effect. 
Members think of themselves more as “salesmen” 
than policy-makers and devote a good proportion of 
their time to improving the communication of pol- 
icies. This group and the methods they are develop- 
ing can take credit for major improvements in punc- 
tual work habits and attendance, their first assignment. 

The second group of “Management Assistants” work 
on current production stumbling blocks and general 
educational subjects, such as interdepartment com- 
munications, more production cost information avail- 
able to first line supervisors and improving produc- 
tion information leaving the floor. This group is just 
getting its feet wet but judging from the effective- 
ness of the policy group we aré very optimistic 
about its success as a tool of management. 


Top management must use self-appraisal 


In summary we learned two important lessons 
from this experience: 

The first. In order to develop a sound adminis- 
trative body within a company, the top echelon 
must take the first step and scrutinize their own 
practices and way of thinking to determine how 
they affect the operating part of the firm. And the 
only way to do that is to have an accurate playback 
of day to day operating conditions on the line. Only 
then can management see where the actual lines of 
responsibility lie, and proceed to improve the pro- 
fitability of the operation. This was effectively done 
at the briefing session as soon as the foreman’s group 
had “loosened up” and began supplying Mr. Walters 
with what they considered their major stumbling 
blocks. 

The second important point we came to appreciate 
was that supervisors don’t just grow like Topsy; 
that each one is a considerable investment to be 
continually supported and developed in many ways. 
The relationship of each with top management, each 
other, and with his staff present a complicated role 
for him to play and all manner of problems can 
interfere with his effectiveness as a leader. 

To keep tuned in on how effective these rela- 
tionships operate is the very basis of supervision and 
to coordinate them to maximum efficiency is the 
basis of true management. 
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Film protects Candy 


from “Fingernailers” 


Product Visibility Not Impaired 


A YEAR AGO SOME 200 New Jersey supermarkets 
were losing one bag of candy in 24 to shoppers who 
used their fingernails to “sample” the product while 
they shopped. 

Today, that profit-loss, and others due to display 
accidents, has been eliminated. Several candy pro- 
ducers are bagging candy for Twin County Grocers, 
Inc. (one of the largest grocery co-op wholesalers in 
the country) in a multi-layer coated laminated film 
bag.* The film is a special combination of two poly- 
mer-coated light gauge cellulose base sheets with a 
thin resin inner ply. 

Use of the film was initiated by the wholesaler’s 
candy specialties buyer George Corlin when his cus- 
tomers plagued him to find a candy package that 
would give clarity and freshness protection which 
mints, particularly, must have, and that would still 
protect product from shoppers who can't resist “finger- 
nailing” bags to get samples. 

Twin County's experience with the new film is of 
special interest to manufacturing confectioners. The 
candies are made for the distributor by many confec- 
tioners who bag the candies at their plants and ship 
them to the wholesale grocer’s Linden warehouses. 
The bags are made by a converter and shipped to the 
appropriate candymaker. 


a eo 2) 
chelsea ame T-70 (Continued on page 30) 
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Bags for Linden House Mints are made of laminated film which pre- 
vents shoppers from puncturing them with fingernails. They are de- 
signed to be hung. Note grommet-less hole at top left on the 
vertical bag. 








George Corlin, candy buyer for Twin County Grocers talks over the 
new bag with General Manager Milton Heir. The wholesale grocer is 
one of the largest in the East. Several candy manufacturers fill the 
bags for the firm, and the bags are supplied by the wholesaler to 
the candy makers. There is good product visibility through the bags, 
and consumer “piece pilfering” has been stopped. The package 
stands up under numerous handlings and in frigid temperatures. 


“This means,” says Corlin, “that our bags have to 
be handled by many different people on many differ- 
ent kinds of equipment in different degrees of readi- 
ness. Despite these invitations to problems, we have 
had nothing but praise for the bags from our sup- 
pliers.” 

Various supermarket owners, members of the Twin 
County distribution plan, report good results with the 
new package. According to Edward Bardy, president 
of Bardy Farms Supermarket, Union, N. J., “The new 
bags have meant greater profits in our candy depart- 
ment. They have practically eliminated breakage of 
our shelf stock. A 30-case mint display set up for the 
holidays sold out without loss of one bag due to 
breakage. This new bag retains its appearance better 
than any bag we have used in the past. . .” Concurring 
with Bardy are operators of Mutual Market, Milburn, 
N. J.; and Mayfair Market, Elizabeth, N. J., both Twin 
County members. 

As for shelf life, Candy Buyer Corlin recently 
opened sample bags which had been in his desk six 
months. “The mints had the same softness and aroma 
as the day they were packed,” he reports. 

According to Corlin, shipping delays which resulted 
last winter due to the blizzard and near zero truck 
temperatures in New Jersey had no effect on the new 
bags. Currently he is putting nine new items in the 
new bags, and says, “I foresee putting all new Linden 
House items into the film.” 








MAKES THE DIFFERENCE 


Fast ...and Versatile: DF-1 MACHINE 

Cookies, candy, chewing gum . . . a Package DF-1 
helps cut your wrapping cost. If you’re looking 
for high speeds and automatic operation, fast size 
changes and a neat final product, this is your 
machine. 

The DF-1 makes another saving possible, too, 
for it is the only machine to wrap a 2 on 3 
vending machine pack without a bottom card. You 
can do up to 150 packages a minute, in printed 
and registered cellophane with an easy opening 
tape. You get a tight, attractive wrap with a 
positive bottom seal along its entire length. Size 
changes take only minutes, and gentle product 
handling reduces breakage. 

A Package DF-1 feeds directly from a candy 
line for high-speed operation. Ask your 
Package representative to show you the many 
cost-cutting advantages the DF-1 will bring to 
your operation. 


PACKAGE MACHINERY COMPANY, 
EAST LONGMEADOW, MASS. 
NEW YORK « PHILADELPHIA « ATLANTA « BOSTON 


CLEVELAND « CHICAGO « KANSAS CITY « DALLAS 
LOS ANGELES « SAN FRANCISCO « SEATTLE « TORONTO « MEXICO CITY 











PACKAGING IS PART OF YOUR PROFIT PICTURE 
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One of the two Nagel candy stores. This one is in West New York, N. J. 


Candy Box 


with a genuine 


“Homemade” touch 


BY ALLEN E. ORINGER 


M ANY RETAIL CONFECTIONERS can be heard to claim 
“We make all our own Candy”. Harry Nagel, how- 
ever, is one retailer that can top that statement. 
Harry, along with his son Robert, not only make their 
own candy but manufacture their own complete line 
of regular and fancy holiday “set-up” boxes. 

After many seasons accompanied by the usual frus- 
trations in obtaining the proper sizes, correct quanti- 
ties, as well as constantly increasing costs, Harry de- 
cided it was high time that he seek a solution to his 
biggest headache. 

During the summer months the candy season in 
the city is normally at its lowest ebb. It is this period 
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Harry Nagel holds one of his 25-lb capacity 
heart boxes which is ready to be trimmed 
with ribbon and flowers. 


during which the average candy maker finds time for 
a bit of relaxation from the pressures of a_ hectic 
candy season. This time of year, however, Nagels 
swing over into the manufacture of their heart boxes 
for the coming year. The manufacture of their “every- 
day”, set-up, and fancy boxes, is done throughout the 
year as the supply on hand demands it. However, 
the creation and assembling of their heart boxes has 
become practically a business in its own right. 
Fortunately for the Nagels, son Robert, before de- 
ciding to adopt Candy Making as his permanent ca- 
reer, was a very capable tool and die maker. 
Therefore, creating the dies and presses necessary 
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Putting Ideas to Work 


FOOD MACHINERY AND CHEMICAL 
CORPORATION 
FMC Packaging Machinery Division 


Hudson-Sharp Machine Company 
1201 MAIN STREET + GREEN BAY, WISCONSIN 


for stamping out the various components of the candy 
box was not a major problem for the Nagels. 

Creating the full line of fancy satin heart boxes is 
not something which was accomplished over-night. 
Once they had mastered the creation of a profession- 
ally finished paper heart box, the Nagels went on to 
the more intricate details of the satin finishes and 
ruffled edges, as well as bows and flower corsages. 

Harry admits now that if he had realized the nu- 
merous problems at the outset, and the many intri- 
cacies he has had to master via trial and error, he 
wouldn't have been as eager to adopt this phase of 
the business. 

One of the trickiest problems they were required 
to surmount in the creation of their heart boxes, was 
to develop a pillowed effect on the covers. 

Because of the creative ability of Robert, and his 
past training, they were able to design and build 
their own machine to introduce just the proper curve 
on the heart box cover. 

Even at this stage in the game, Mr. Nagel contin- 
ues to strive for improvement by seeking out newer 
and more suitable paper and boardstock, as well as 
the glue used in assembling boxes. 

The average “layman” would assume the glue to 
be the simplest component part. Yet Harry has on 
hand dozens of “glue pots” as testimonial of his strug- 
gle to discover the proper one for this type of work, 
and he is still experimenting. 

In addition to the original store established in 1921 
by Harry, the Nagels own and operate a roadside 
candy house known as “Nagel’s Candy Barn” on Route 
23, Wayne, New Jersey, which was opened in 1957. 
The original building, built and designed almost en- 
tirely by Robert, stood 24’ x 28’. However rapidly 
increasing sales required a new wing of 20’ x 24’ in 
1959. In addition to the building, all interior features, 
showcases and signs were designed by Robert. 

Just as Harry was thrust into manufacturing his 
own boxes as a result of increasing frustrations in ob- 
taining the proper supplies, so was his initial venture 
into the candy business in 1921. 

Prior to this date, Harry worked as a candy sales- 
man for the Hackensack Candy Co. For several years, 
he consistently over-sold the stock on hand, thereby 
causing himself considerable embarrassment. His solu- 
tion was to go into business for himself. From this 
humble start, the business has grown to the point 
where it now employs 25 full-time employees. 

In addition to supplying their own two stores, they 
furnish a full line of chocolates to approximately 24 
other stores on a wholesale basis. 

Although they feature a complete line of home 
made type chocolates, Harry confides that their line 
of chocolate coated marshmallow squares in various 
flavors has become one of their leading numbers. 

Just as Robert Nagel loved to help his dad in his 
business frem the time he was a toddler, so can 
Robert Jr. be seen wandering throughout the kitchens 
fascinated by the wonders of the candy machines. 
Robert admits he would be proud to see Robert Jr. 
carry on the forty year old business. However, he 
states firmly that the decision on this will be left 
entirely up to Junior. 
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manne Du Pont cellophane 


Now’s the time to plan your most successful Easter 
packaging ever! Be sure to see your Du Pont 
Authorized Converter... he’ll show you how 
printed cellophane gives a package holiday 
spirit, makes it stand out from competition. 
His expert design advice can help get your 
package extra shelf facings and special displays. 
Plan your package with printed cellophane 
now to win more Easter sales. E. I. du Pont 
de Nemours & Co. (Inc.), Film Department 
CI-2, Wilmington 98, Delaware. 


AEG. U.S, PAT. OFF. 


Complete 
overwrap 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 





U PONT 


The package above has a removable band. cellophane 


It can be stripped off after Easter... eliminates 
out-of-date stock . . . gives retailers an extra 
reason for preferring to stock your brand. 











What’s New in Candy Products and Packages 


Glimpses of some exhibitors at the National Candy Wholesalers 
Association Exposition, Palmer House, Chicago, July 23-26 


Williamson Candy Company 


Williamson has a coated, cast marshmallow line for 
Christmas this season. One item is a six pack of 
marshmallow trees, packed in a molded plastic tray 
with cello overwrap; the other item is a 24 count 
pack of cast marshmallow pieces, also with com- 
pound coating and packed in formed plastic tray. 

In addition to these two new items, Williamson also 
has the usual bags of their small size bars, with re- 
movable seasonal labels. 


Ce De Candy 

Three items are new in this company’s line, all im- 
ported from the Nazareth Candy Company, of Naza- 
reth, Israel. One is an individually wrapped hard 
candy whistle. Inlaid hard candy, and inlaid toffee, 
are the other two items, and are provided individually 
wrapped in bulk. 


Leaf Brands, Inc. 


Leaf has added another to their line of strong flavored 
bubble gums. This time it is Juicy Lemon, to go 
along with their recently introduced Juicy Orange, 
Sour Cherry, and the old standbys, Sour Grapes, etc. 
Another item new in the Leaf line is a Malted Milk 
bar called, “Brunch.” They have also introduced a 
four-flavored molded chocolate bar called “Fore”. In- 
dividual centers are caramel, truffle, pudding and 
butter cream. 


D. L. Clark Company 

\ special jobbers “deal” pack was featured at the 
Clark booth. It included two 30 count boxes of 
Clark bars, and one 24 count box each of Zagnut and 
Coconut. This combination is billed to the jobber at 
the going price of the four 24 count boxes, giving 12 
bars free. 


Elmer Candy Company 

This company is introducing four new flavors in their 
long-time favorites, Bublets. Banana, Pineapple, 
Coconut and Grape are the new flavors that will ap- 
pear this fall. 


Richardson Mints 


For the first time, this mint producer will start ship- 
ping mints in plastic containers. Seven ounce clear, 
unprinted, plastic containers of both white and as- 
sorted midget mints, will have an opaque cover con- 
taining the label and all other printed information. 


Pez 

The newest Pez dispenser character is Bozo the 
Clown, one of the hottest TV properties. Due this 
fall is a stepped up schedule of new character intro- 
ductions on the dispensers, including members of the 
Walt Disney cartoon family. 


Terry-Euclid Candy Co. 
An addition to this firm’s very successful line of Freez 
Pops is the Hires Root Beer flavor. 


P-Chees Candy 

This company has developed a unique package, a one 
piece molded Styrofoam box with dividers, for the 
packaging of one of the most fragile of candies, ribbon 
candy. This package makes an elegant display, and 
probably the most shock-proof package yet developed. 


Robert A. Johnston Company 

In addition to a general package redesign job on most 
of the firm’s fancy packages, they have also introduced 
a new line, Pattie Parade. Four flavors are available in 
these square boxes: Cherry, Lemon Mint, Pepper- 
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mint and Butter Cream. The boxes contain 5-%4 ounces 
of candy, and are price marked 39¢. 


Chunky 

A new bar wrap on the five cent size will carry the 
legend “30% bigger”. The weight increase is from 
% ounce to ™6 ounce. 


World Candies 
This company is selling a line of extruded, large-size, 
white and toasted marshmallows. 


R. L. Albert & Son, Inc. 

This firm has an elegant new item called, Moritz 
Ice Cubes imported from West Germany. These are a 
low melting compound coating, flavored with vanillin. 
They are foil-wrapped to hold their shape. 


Blumenthal Bros. 

This firm has a cute item called Merri-maker. Individ- 
ual pieces of molded break-up are decorated with 
colored sugar figures, and packed into a long window 
box. 


Henry Heide 

This company’s 24 count cartons of Jujy Fruits and 
Candy Corn are overwrapped for Halloween with a 
folded Tote Bag, printed with holiday copy. By re- 
moving the bag, the regular 24 count box remains. 


James O. Welch 

A fund raising program has been developed by Welch 
for the Jobber. This program is not as elaborate as 
some of the direct-to-consumer programs, but is de- 
signed to give the jobber a chance at this type of 
business. Four items are in the fund-raising line: 
5 ounce and 12 ounce chocolate almond bars; 5 ounce 
box of assorted chocolates; and a 14 ounce box of 
fruit and nut chocolates. These items are only avail- 
able through the fund-raising plan, not for retail 
store distribution. Personalized imprinting is available 
on all items, and all are packed in special “tote cases” 
for easy carrying. 


F & F Laboratories 

Sherbits rolls are being packaged in a large poly dis- 
play bin for counter selling. The smaller size is packed 
with 340 rolls, and the larger with 600. 
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Schuler Chocolates 


Several new items are in the Schuler line for Fall. 
Cherry Hill is back, but as a ten cent bar, rather than 
the nickel bar it was on its last appearance several 
years ago. Another ten cent cherry bar is Num Num. 
Tropibana is a coconut cream center with banana 
flavor, coated in bittersweet coating. Moon Rocket is 
a 2¢ coated fudge bar. 


Hershey Chocolate 


The football shaped Hershey-ets are gone, and this 
item is now in the conventional disk shape. Each 
piece is printed with either H, E, R, S, or Y. From 
an assortment within each bag, a customer can, and 
it is fondly hoped that he will, spell the company 
name. 


Bobs Candy 


One of the most elegant candy cane packages to come 
down the pike in a long time showed up in the Bobs 
booth. It is a Styrofoam disk, into which canes are 
placed to form a solid rigid package for the canes, 
and a very nice wreath for display. 


Lucy Ellen Candies 

This company has wrapped its jellies into individual 
cello packets, and provided a very.nice penny candy 
item. Shapes and colors are varied to suit the season. 


Schoener 

This firm has foiled small solid chocolate eggs with a 
football design, and are selling them as penny candy 
at a fast tempo. 


Queene Anne Candy Company 

This firm has started the sale of an item called, “Pecan 
Meltaways”, as good tasting a new item as any at the 
show. It consists of pecan pieces in a chocolate melt- 
away, and coated with bittersweet chocolate. They are 
packed in 7 ounce and 10% ounce boxes. 


Sperry Candy Company 

A whipped marshmallow bar, double dipped in dark 
chocolate, is a new Sperry five cent bar. The marsh- 
mallow is exceptionally tender for a bar, containing 
both egg and gelatin. 











For Marimum Protection 
at Lowest Cost 
Use SWEETONE Decopad 





The most widely used candy padding in 
the United States. We maintain a special 
converting department to emboss, cut and 


die cut our paddings to your requirements. 


Write “Joday for a new folder con- 


taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 


turing confectioners including: 


Glassine Chocolate Dividers 
Waxed Papers Boat & Tray Rolls 
Wavee Parchment Layer Boards 
Embossed Papers Die Cut Liners 


Candy Box Paddings 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
Baltimore, Chicago, Dallas, 
Los Angeles and Seattle. 








New Broker Appointments 


The annual Directory of Candy Brokers lists several 
hundred candy brokers and the manufacturers they 
represent. Listed below are recent changes showing 
the manufacturers and the newly appointed broker, 


Barg & Foster Candy Co., Milwaukee, Wisc. 
A. Morton Mosher, Dallas, Texas 
The Bianchi Co., New York, N. Y. 
Wilber Sales Co., San Carlos, Calif. 


Bob’s Candies, Inc., Albany, Ga. 
G-M-C Sales, East Orange, N. J. 


Bradley Candy Mfg. Co., Nashville, Tenn. 
Boyd Bros., Louisville, Ky. 


C. A. Briggs Co., Brighton, Mass. 
Merton H. Jillson, Syracuse, N. Y. 


The Charms Co., Asbury Park, N. J. 
A. W. Fodor & Co., Cleveland, Ohio 


The D. L. Clark Co., Pittsburgh, Pa. 
Harwood-Tjaden Co., Los Angeles, Calif. 


Colonial Candy Co., Rochester, N. Y. 

C. G. Williams, Jr., Oswego, N. Y. 
Delicia, Inc., New York, N. Y. 

Abe Josephsohn, New York, N. Y. 


Ferber Pen Co., Englewood, N. J. 
Howard C. Holmes & Assoc., Des Moines, Ia. 


Frank H. Fleer Corp., Philadelphia, Pa. 
Pezrow Sales Co., Inc., Maspeth, L. I., N. Y. 


Heller Candy Co., New York, N. Y. 
J. E. Kite & Co., Cincinnati, Ohio 


Katharine Beecher, Manchester, Pa. 
Boyd Bros., Louisville, Ky. 


King Kup Candies, Hershey, Pa. 
Charles Fulforth, Philadelphia, Pa. 


Edgard P. Lewis Co., Malden, Mass. 
Arthur V. Thein, Clayton, Mo. 


Maxfield’s Candy Co., Salt Lake City, Utah 
Arata Brokerage Co., St. Louis, Mo. 


New England Confectionery Co., Cambridge, Mass. 
Pezrow Sales Co., Inc., Maspeth, L. I., N. Y. 


Pearson Candy Co., Culver City, Calif. 
Hyde Brothers, Wichita, Kansas 


Phoenix Candy Co., Brooklyn, N. Y. 
Arthur V. Thein, Clayton, Mo. 
Wilber Sales Co., San Carlos, Calif. 


Poppycock Candies, Villa Park, Ill. 
United Brokerage Co., Los Angeles, Calif. 


Schoeners Candies, Inc., Reading, Pa. 
Frank Z. Smith, Louisville, Ky. 


Smiley Candy Co., Easton, Pa. 
Michael Braunstein & Co., Buffalo, N. Y. 
Donald Williams, Peoria, Ill. 


Terry Candy Co., Elizabeth, N. J. 

Jas. M. Rothschild Co., Seattle, Wash. 
The 1961 Directory of Candy Brokers, classified by 
the territories covered by the brokers, is included 
in The Candy Buyers’ Directory and is available at 
the publishing office for $5 per copy. 
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Merchandising — 
Memo 


Candy and Safe Driving. One manufacturing con- 
fectioner has sponsored a “Safe Driving Contest” open 
to drivers of all ages, young or old. Any driver writes 
out one or a dozen safety hints-suggestions for avert- 
ing needless roadway accidents. Such helpful driving 
hints must be personally brought in and left in the 
Safe Driving Box. Boxes of candy are awarded for 
the five best safety suggestions. A number of them 
are reprinted in “Drive Carefully” newspaper adver- 
tisements sponsored by the confectioner, together with 
the reminder, “If you're tired, freshen up by nibbling 
on candy, it'll give you new driving energy.” 


Candy and Little Leagues: A manufacturing confec- 
tioner is interested in the sports activities of the 
elementary and junior high schools, which sometimes 
get lost in the shuffle due to the interest in high 
school sports. 

When the “Little Leagues” get under way in the 
spring, this confectioner awards a trophy to the team 
who finishes the season “tops” in accomplishment and 
sportsmanship, as determined by an impartial sports 
columnist on the local newspaper staff. 

He displays photographs of Little League groups 
in his window and uses interior displays as well. 
Schedules of little leaguer activities, playoffs of games, 
etc., are posted INSIDE his establishment. 

During the gridiron season, he does the same thing 
with junior high and grade school football teams. 
Photographs, schedules, etc., are placed on the inside 
and sometimes in his windows. Again a trophy goes to 
the most outstanding junior high team and grade 
school group. 

This confectioner reports that such tactics win 
friends both at the elementary and junior high level, 
and also at the parental level no less! Parents as well 
as athletically inclined small-fry come into his estab- 
lishment to view displays dedicated to sports. Do they 
buy candy? Well, he plans this year to devote a display 
to basketball and to bowling, both sports being of 
paramount interest to the youngsters who are his most 
promising candidates for sweets-consuming customers! 


Candy and Film of Processing. One manufacturing 
confectioner attracts considerable attention by having 
a commercial photographer visit his premises and film 
one of his typical candy making sessions. Resulting 
film is compressed into a five minute featurette 
which is then shown before local grade, Junior high 
and high schools, Boy Scout, YM and other youth 
groups, as well as being shown at Rotary, Kiwanis, 
Eagles meetings. He goes along with the film to ex- 
plain the highlights of his candy making. He averages 
at least one lecture date a week. This keeps his name 
before the candy purchasing public. Most groups are 
anxious to secure film and a guest speaker with no 
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MODEL 2500 


For high-speed twist wrapping 
of hard form square or 
rectangular shaped candies 


Double end twist wrap 
400-450 speed range 
per minute. From 320 
to 380 Speed range on 
bunch fold. 





SUR aa 2. Sele wen @ ache, icmmenel a.) 
979 Lehigh Avenue, Union, New Jersey 


BENEDICT R. MARFUGGI Vice President yle 











Behind the symbol of the 

Retort stands three 

generations of family pride 

and “know-how” in Essential 
Aromatics, natural and synthetic 
flavors, perfumer’s specialties. 
Made in the West’s most 
modern plant. The Retort is 
your guide to dependability. 


F. Ritter & Co. (~ 
Los Angeles 39, California 


Branch Offices in Principal Cities 





Rhinelander Glassine paper keeps candy fresh . . . in appear- 
ance and taste. Provides versatile protection in candy 
packaging. Glassine is economical, prints well and performs 
smoothly on automatic packaging equipment. 

Rhinelander Glassine is available in a wide variety of 
glossy sales appealing colors . . . embossed, opaque and 
translucent grades. Write for samples. 


. RHINELANDER 


¢ PAPER COMPANY «¢ RHINELANDER, WIS. 





Division of St. Regis Poper Company 








charge attached. He believes the time spent in this 
task is time well worth spending. 


Candy and Teen Dates. Another manufacturing 
confectioner runs a unique newspaper advertisement 
listing six do’s and six don'ts for teen-age lads to 
follow on their dates. These suggestions for wise dat- 
ing are couched in teenster jargon, written by a 
teenager herself. 

At bottom of ad is reminder that “taking candy to 
your date is good insurance and shows thoughtfulness, 
plus dating know-how.” The teen-ager market is a 
“sweet” market to crash with just such ads. 

Same confectioner gives free records every Satur- 
day. Any teenster buying boxed candy during week 
fills out form with name and address. Forms are 
placed in hopper; come Saturday tor quick drawing 
and six free records are awarded to those drawn. 


CALENDAR 


Aug. 20-23; Fancy Food and Confection Show, Astor 
Hotel, New York City. 


Aug. 26-29; Boston Candy Show, Statler Hotel, Boston. 


Sept. 1; St. Louis Candy Sales Association, Congress 
Hotel, St. Louis, Mo. 


Sept. 2-5; Le Salon International de la Confiserie, 
Parc des Expositions, Halls 37-38, Porte de Versailles, 
Paris, France 


Sept. 14; Annual Ox Roast & Family Outing, Retail 
Confectionery Association of Philadelphia, Inc., 


Philadelphia Rifle Club 


Sept. 15; Los Angeles Confectionery Sales Club, 
12:00 Noon, Rodger Young Auditorium, Los An- 
geles 


Sept. 18; Confectioner’s Salesmen’s Club of Philadel- 
phia, 1:30 p.m., 2601 Parkway, Philadelphia 


Sept. 18-21; Philadelphia Candy Show 


Sept. 26; Off Shore Dinner, Candy Executives Club, 
Latin Quarter, New York City 


Sept. 26-28; Sixth Annual Sanitation Maintenance Con- 
ference and Exhibit, Sheraton Hotel, Philadelphia, 
Pa. 


Sept. 28-Oct. 2; Retail Candy and Allied Products 
Show of NCSA, New York Trade Show Building, 
New York City. 


Sept. 29; Boston Confectionery Salesmen’s Club, Inc., 
8:00 p.m., Kenmore Hotel, Boston 


Sept. 30; Southwestern Candy Salesman’s Associa- 
tion, 12:00 Luncheon, Sammy’s Oak Lawn Restau- 
rant, Dallas 


Oct. 2; Retail Confectionery Association of Philadel- 
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phia, Inc., 6:30 (Dinner Meeting), Dairy Maid Res- 
taurant, Philadelphia. 


Oct. 2; Denver Mile Hi Candy Club—Jobber Banquet 
and Party 


Oct. 6; St. Louis Candy Sales Association. ( Election of 
Officers ) Congress Hotel, Union & Waterman Ave., St. 
Louis, Mo. 


Oct. 13; Los Angeles Confectionery Sales Club, 12:00 
Noon, Rodger Young Auditorium, Los Angeles. 


Oct. 16; Confectioner’s Salesmen’s Club of Philadel- 
phia, 2601 Parkway, 1:30 p.m., Philadelphia, Pa. 


Oct. 18-20; National Packaging Forum, 23rd Annual, 
Biltmore Hotel, New York City. 


Oct. 27; Boston Confectionery Salesmen’s Club, Inc., 
8:00 p.m., Kenmore Hotel, Boston. 


Oct. 28; Southwestern Candy Salesman’s Association, 
12:00 (Luncheon) Sammy’s Oak Lawn Restaurant, 
Dallas. 


Oct. 28-31; National Automatic Merchandising Asso- 
ciation, Annual Exhibit-Convention, McCormick 
Place and Conrad Hilton Hotel, respectively, Chi- 
cago. 


Oct. 31, Nov. 1-2; Canadian National Packaging Ex- 
position, Automotive Building, Exhibition Park, To- 
ronto. Hours: Tues. & Thurs., 10:00 a.m. to 6:00 p.m.; 
Wed., 10:00 a.m. to 9:00 p.m. 


November 7-10; Packaging Machinery Manufacturers 
Institute 1961 Trade Show, Cobo Hall, Detroit, 
Mich. 


Dec. 1-3; National Automatic Merchandising Associ- 
ation, Western Conference and Exhibit, Ambassa- 
dor Hotel, Los Angeles, Calif. 


1962 
February 21-23; Western Candy Conference, Mark 
Thomas Inn, Monterey, California 


Feb. 27-28, March 1, 1962; Western Candy Show and 
Convention ¢f National Candy Wholesalers Associ- 
ation, Flamingo Hotel, Las Vegas, Nevada. 


April 9-i2; National Packaging Exposition and Con- 
ference, Coliseum, New York City. 


April 25-27; PMCA Production Conference, Franklin 
& Marshall College, Lancaster, Penna. 
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Check these outstanding 
features of the new LATINI 
“Continuous-Motion” 

Twist Wapper 





1 Automatic Feed Hopper 

A LATINI first! Especially developed to eliminate 
doubles and broken pieces, with a feed mechanism 
that automatically controls the amount and flow of 
candy. 


2 Continuous Feeding 

A LATINI exclusive! Especially developed to elim- 
inate chipping and dusting. Feed plate operates in 
a continuous motion which gently transfers the candy 
piece for wrapping without the conventional inter- 
mittent motion. 


3 Multiple Twisters 

NEW! Five sets of twisters insure slower twisting 
speeds of each twisting head. Due to the relatively 
slow speed of each twister, all types of paper can 
be used. 


4 U.S. Engineered 

Especially designed for U.S. production. All parts, 
such as gears, screws, bearings, etc., are easily 
obtainable locally. All machine parts made to U.S. 
standards, and are jigged for production. 


5 Paper Saver 
A paper-saving device is incorporated to stop the 
feed of paper in the event the candy is missing. 


6 Simplified Maintenance 


Designed for livability. Each operating unit is easily 
accessible for maintenance without the removal of 
other mechanisms. All moving parts and stations are 
at waist-high levels. 


7 Speed 

Wraps up to 350 pieces per minute, depending on 
the size and type of preformed candy being wrap- 
ped. 











REPRESENTATIVE: 


John Sheff{man, Jac. 


152 W. 42nd St., New York 36, N. Y. 














The New England Confectionery 
Co., Cambridge, Mass. is turning to 
simplicity of design in a re-design 
of packages for all bar goods in 
their line. Most outstanding aspect 
is the strength of the NECCO brand 
identity. The bright new packages 
will carry this family identity for all 
bar goods. Necco wafers are first in 
line for the new dress. 
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Bonomo Turkish Taffy Penny Roll 
is packaged in colorful 120-count 
counter display boxes. The boxes 
have been designed for eye-catch- 
ing impulse sales. Introduced in a 
test campaign last Fall, the 1¢ piece 
gained wide distribution in eastern 
markets as part of @ promotional 
tie-in with the 5¢ Bonomo Turkish 
Taffy Bar. Three months later, the 
promotion went nation-wide. Gold 
Medal Candy Corporation’s market- 
ing strategy is based on the pre- 
mise that candy retailing for less 
than 5¢ will appeal to the younger 
child. This broadens the market 
potential for the Turkish Taffy line 
as the young “graduate” to the 5¢ 
bar, Hy Becker, vice president and 
director of sales for the Brooklyn, 
N. Y. firm, believes. 


Flew P. ackages 


On the market for Halloween by 
Bob’s Candies, Albany, Ga. will be 
a 100 count Candy Sticks bag 
wrapped with orange and black 
“Trick or Treat” band. The band sets 
the pace for seasonal buying and 
rips off easily for November sales. 





Both polyethylene bag and the 
“Trick or Treat’ band were pro- 
duced by Flexible Packaging Divi- 
sion, Riegel Paper Corp., Dept. MC, 
260 Madison Ave., New York City 
16. 


Mints and Confections of Thos. 
D. Richardson Co., Philadelphia, 
have bowed in new “header” pack- 
ages. Clarity of product display is 
one advantage of the unmarked 
cellophane bags. Brand name, prod- 
uct identification and _ pre-priced 
markings are printed in navy blue 
and red. Headers are white. Six 
varieties (White After-Dinner Mints; 
Assorted Party Jellies; Assorted 
Midget Mints in Wintergreen, Lime, 





or Lemon; Striped mints; Midget 
Assorted Pastel Mints and Party Pat- 
ties) are marketed in the East. Cur- 
rently all except Striped Mints in 
header packs are in the Western 
market. Double 300 K Cellophane 
is used, and header labels are pro- 
duced by Tompkins Label Service, 
Dept. MC, Philadelphia. 





Andies Candies, 
introduced Pecanette, a milk choco- 
late covered pecan nut candy, and 


Chicago, has 


Virginia Maid, a peanut butter 
crunch bar (each 15¢) in foil lami- 
nated wraps. The line is being dis- 
tributed to restaurant and theater 
chains and major retail outlets 
throughout the U. S. Previously, 
they were unpackaged and sold 
only in company-owned stores. The 
wraps are in three and four colors, 
printed flexographically. The 
wrapper has a special lamination 
of .00035 foil, 18# sulphite paper 
and a coating of polyethylene on 
the inner face of the paper. Wrapper 
gives good moisture and grease 
protection and keeps bars fresh 
for a long period. Wraps were de- 
signed and produced by Milprint, 
Inc., Dept. MC, Milwaukee, Wisc. 





For Halloween promotion, Sperry 
Candy Company, Milwaukee, will 
market three packs: Bag O’ Minia- 
tures—jumble pack of 40 individu- 
ally wrapped miniature Chicken 
Dinner candy bars in a see-through 
bag capped by Halloween label— 
one mask is included in each pack; 
Box O’ Miniatures has 40 individu- 
ally wrapped miniature Chicken 
Dinner candy bars; and Marshmal- 
low Witch, chocolate coated marsh- 
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port theme . . . a Scottish motif and 
an illustration of a Scottish lass. 
Other products are to be added. 


mallow in the shape of a broom- 
riding witch. Each is individually 
wrapped in the Halloween colors in 
display boxes of 24’s. 






New England Confectionery Co. 
used custom-molded PVC trays for 
their 1960 line of Valentine Candy 
Cupboard assorted chocolates, in 
heart-shaped set-up boxes. The 
package has one-piece interior trays. 

Cost reductions are reported 
through faster production packag- 
ing created by the precise position- 
ing of tray cavities for each piece of 
candy. Handling and loading the 
one-piece trays effected economies. 
Package gives good protection to 
candies. Is an exclusive develop- 
ment of Panta-Pak division, The Pan- 





























NL. Keaye Company Ine. 

Nuts and candies marketed by & mw oe eee tasote Co., Dept. MC, Passaic, N. J. 
Candy Club Confections, are now Packages (9 oz. cello bags) of 
going into poly-laminated cello- five hard candy assortments will be 
phane bags. The packages, created preliminary line of new Alice 
for rack distribution, are strong in Macray candy which S. L. Kaye 
the sealing areas. The film is clear, Company, Inc., New York City will 
adding to sales appeal. S. A. Bowie, introduce this Fall. Items include: 
Staten Island, N. Y. produces the Sour Lemon Drops, Assorted Fruit- 
bags from a polyethylene lamina- Flavored Drops, Tart ‘N Sweet, Sour 


tion of two cellophane webs made Balls, and Crystal Clear Mints. Each 
by Riegel Paper Co., Dept. MC, 260 will retail at 39¢ and will have a 
Madison Ave., New York City 16. new label that ties in with the im- 
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CONFECTIONS € oa 
BEST! ‘* 
WHAT DO YOu 
NEED... 
CONFEX quality partitions and die-cuts “CyocotaTe on WHITE ue eee. DIE-CUT DIVIDER 
CANDY DIVIDERS AND LAYER BOARD 
add eye-appeal to your product and NE a. 
protect them from crushing, sticking i oN 4 
A : f (@ | grnencene" 
together, etc. They are made from finest ee, : 
white, grey, kraft or dark chocolate ba ie : v-oom- 
cardboards.. . plain, waxed or silicated. greconnnes 
Die-cuts are also made in plain, waxed, WZ. greces 
or glassine papers. aati pn 
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SAVAGE LATEST FIRE MIXER 


MODEL S-48 
Thermostatic Gas Control—Variable Speed 





The Savage Latest Fire Mixer, Model S-48, is Streamlined and Sanitary and has 


many new features and conveniences: 


Automatic Temperature Control 

Variable Speed from 30 to 60 RPM 

Break-back within floor space 32” x 48” 

Aluminum Base and Body Castings 

Atmospheric Gas Furnace with Stainless shell 
Removable Agitator, single or double action 
Stainless Cream Can and Stainless Drip Pan 

Copper Kettle 24” diameter 12/2” deep or 16” deep 


You can save labor and obtain uniform batches by setting the thermostat for 
degree cook desired. It cooks and mixes batches of caramel, peanut brittle, 


peanut candies, fudge, nougat, gum work, and with double action agitator is 
ideal for coconut candies and heavy batches. 


Your inquiry invited 


SAVAGE BROTHERS COMPANY 


2638 Gladys Ave. Chicago 12, Ill. 


New Products 





Applicator for carry-out handles. Unit 
automatically applies carry-out han- 
dles to folding cartons, corrugated 
paper boxes, or other containers that 
will be tape sealed or glue sealed. 

This innovation aids the retail out- 
let, saving wrapping materials, time 
and labor, and provides strong han- 
dles for consumer convenience. 

Unit is designed for use by the 
container producer, or can be incor- 
poreted in the packaging line of the 
manufacturing confectioner. 

For further information write: Gen- 
eral Corrugated Machinery Co., Dept. 
MC, Palisades Park, N. J. 


An expectorant and antitussive in- 
gredient for cough and decongestant 
medicines has been introduced. 
Known as Glyceryl Guaiacolate, the 
product is said to be effective at low 
dosage levels without undesirable side 
effects; is adequately soluble and can 
be formulated into pleasant tasting 
syrups and other dosage forms. Its 
solubility and compatibility permit in- 
corporation and compounding with 
other medications for the relief of 
coughs due to colds or allergic con- 
ditions. 

For further information write: 
Heyden Newport Chemical Corpora- 
tion, Dept MC, 342 Madison Ave., 
New York City 17. 


An improved MacMichael Viscos- 
imeter is being produced with several 
improvements over older models. A 
revolving thermostated bath which 
responds to changes of + 1°F, gives 
stable test temperatures up to 300°F. 
A newly designed governor controls 
the speed more closely, and is ad- 
justable for speeds from 10-38 rpm. 
The test plungers and spindle have 
been standardized by weight as well 
as by size in all dimensions. Readings 
are now made from a dial graduated 
on the side from 0° to 290°M, con- 
veniently read by a seated operator. 

For further information write: Fish- 
er Scientific Co., 318 Fisher Bldg., 
Pittsburgh 19, Penna. 
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“DEAL = 


faster...more efficient production 
in caramel cutting and wrapping... 


over 500 a minute. 


Detailed brochure tel/s you 
how... get your copy today. 


IDEAL 


WRAPPING 
MACHINE CO. 
Middletown, N.Y. U.S.A. 
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Products stay fresh longer—keep their fresh, attrac- 
tive appearance when they’re protected in modern 
VISQUEEN polyethylene film. An impenetrable mois- 
ture barrier, VISQUEEN film is proving its worth and 
reliability with an amazing variety of products. Try 
it and see. 
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PLASTIC FILMS ViSKING COMPANY 
Corporation 

"6733 West 65th Street, Chicago 38, Illinois—Dept. MC-8 
VISQUEEN flm- the original polyethylene film . . . finest for packaging. 
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Temperatures were below freezing. Thousands of trucks were 
delayed by deep snows. Many of these trucks carried products 
packaged in Avisco cellophane. How did this film perform in such 
abnormal cold? Wonderfully! While other films became brittle and 
breakage prevailed, Avisco cellophane remained tough. And little 
wonder. Prior to last winter, and without fanfare, an important 
improvement was made in the base sheet. It gave Avisco cellophane 
greater durability in below-freezing laboratory tests. But only 
actual use under such severe conditions would prove this superiority. 
Last winter did it—and in spades. If you were plagued by broken 
packages, plan now for the winter ahead. Choose 

the film with proven cold-weather durability— 

Avisco cellophane. Contact us for an appointment 

with our representative or a selected cellophane 


converter specializing in your field. 


FRICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
ES OFFICES ALSO LOCATED IN ATLANTA, BOSTON, CHICAGO, DALLAS, LOS ANGELES AND NEW YORK. 





There is something else in 
this 1 lb. bag of gumdrops besides 
one pound of gumdrops. 


What is it? 





Gumdrop air. It’s a combination of moisture and volatile 
flavoring compounds. 


When gumdrop air gets out of the package it takes taste, 


aroma and even texture with it. To combat this, Olin’s 
Gumdrop Conservation Program has come up with V, a 
polymer-coated cellophane that keeps gumdrop air (and 
all other candy airs) inside the package. And outside air 
outside the package. These are the ideal gumdrop living 








conditions. 
The result is that V’s middle name is ‘‘shelf-life.’’ 
And V's polymer coating has turned it into what is per- 
haps the best looking cellophane made. It does things with 
light. You can spot a V package three brand names 
away. And if its polymer printing surface doesn’t get your 
message across brilliantly— there must be something 
wrong with the lights in the store. _ 
. J 
PACKAGING DIVISION {21M 


Film Operations, 460 Park Avenue, New York 22, N.Y. 
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The MANUFACTURING CONFECTIONER’S 


Candy 
Clinic 





The Candy Clinic is conducted by one of the most ex- 
perienced superintendents in the candy industry. Some 
samples represent a bona-fide purchase in the retail 
market. Other samples have been submitted by manu- 
facturers desiring this impartial criticism of their candies, 
thus availing themselves of this valuable service to our 
subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded 
candies, together with the practical “prescriptions” of 
our clinical expert, are exclusive features of The MANU- 
FACTURING CONFECTIONER. 


Summer Candies 


Code 8Al 
ASSORTED CHOCOLATES 
1 Ib.—$1.75 


(Sent in for analysis) 


Appearance of Package: See remarks. 
Container: Oblong box, two layer type. 
Top printed in black, name embossed 
in gold and white. Imprint of girl 
holding a box of chocolates same as 
sample. Cellulose wrapper. 
Appearance of Box on Opening: Good 
Number of Pieces: 
Light Coated: 50 
Wrapped in Colored Foil: 8 
Jordan Almond: 1 
Coating: Light: 
Color: Between dark and milk 
Gloss: Good 
Strings: Good 
Taste: See remarks 
Centers: 
Vanilla Fudge: Good 
Vanilla Caramel: Good 
Vanilla Cream: Good 
Butterscotch & Cream: Cream hard 
and dry 
Brazils: Good 
Vanilla Nut Cream: Good 


Cashews: Good 
Coconut Cream: Good 
Lemon Cream: Cheap flavor 
Cordial Cherries: Good 
Ginger: Good 
Caramel & Cream: Fair 
Chocolate Hard Candy Chip: Good 
Almonds: Good 
Filberts: Good 
Jelly: Could not identify flavor 
Opera Cream: Good 
Cordial Pineapple: Good 
Chips: Good 
Hard Candy Filled Stick: Good 
Nougat: Fair 

Jordan Almond: Good 

Foiled Pieces: 
Hard Candy Blossom: Fair 
Nut Taffy: Good 
Vanilla Fudge: Good 
Pecan & Cream: Good 

Assortment: Good 

Remarks: Cheap looking box for this 
priced chocolates. Coating and cen- 
ters are not up to the quality stand- 
ards of assorted chocolates sold at 
this price. Many pieces are coated 
too thin. Coating lacked a good choc- 
olate liquor taste. 





Candy Clinic Schedule For the Year 


JANUARY—Hard Candies 


FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH-—Assorted Chocolates up to $1.15 
APRIL—$1.20 and up Chocolates; Chocolate Bars 
MAY—Easter Candies; Cordial Cherries 


JUNE—Marshmallows; Fudge 
AUGUST—Summer Candies 


SEPTEMBER—Uncoated & Summer Coated Bars 
OCTOBER-Salted Nuts; Gums & Jellies 

NOVEMBER—Panned Goods; 1¢ and 2¢ Pieces 
DECEMBER-—Best Packages and Items of Each Type Considered 


During the Year. 
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Code 8K1 
HARD CANDY DROPS 
1% ozs.—l0¢ 


(Purchased in a candy shop, 


Chicago, IIl.) 


Appearance of Package: Good 

Container: Drops are wrapped in the 
form of a stick about 8 inches long. 
Inside foil wrapper, outside paper 
band printed in yellow, red and green. 

Drops: 
Colors: Good ‘ 
Texture: Fair; partly grained 
Flavors: Very poor 

Remarks: Suggest a better grade of fla- 
vors be used. Highly priced at 10¢. 


Code 8M1 
ASSORTED SUMMER CANDIES 
1 Ib.—$1.35 


(Purchased in a candy shop, 
Colorado Springs, Colo.) 


Appearance of Package: Good 
Container: Long oblong box, one layer 
type. White glazed paper top printed 
in gold, blue and red and gold stripes. 
Attractive printed top. Cellulose 
wrapper. 
Appearance of Box on Opening: Good 
Number of Pieces: 35 
Summer Coated Pieces: 
Coating in Colors: Good 
Mint Marshmallow & Jelly: Good 
Vanilla Caramels: Good 
Yellow Colored Cream: Lacked flavor 
Pink Cream: Lacked flavor 
Orange Colored Cream: Lacked flavor 
Hard Candy Filled Chip: Good 
Nut Nougat: Good 
Coconut Cream: Good 
Assorted Gums: Good 
Vanilla Nut Caramel: Good 
Vanilla Nut Caramels: 
wrapped—Good 
Nut Nougat: Cellulose wrapped—Good 
Assortment: Good for a summer package 
Remarks: Suggest the flavors in the 
cream centers be checked up. Some 


Cellulose 














were weak and in some, we could Appearance of Box on Opening: See 
not taste any flavor at all. remarks. 
Summer Coating in Colors: Good 
Code 8Bl Centers: 
ASSORTED SUMMER CANDIES Coconut Paste: Good 


Orange Cream: Good 
Lemon Cream: Poor Flavor 
Buttercream: Good 


1 Ib.—$1.59 


(Purchased in a department store, 


Denver, Colo.) Raspberry Cream: Weak flavor 
Chocolate Cream: Good 

Appearance of Package: Good for this Chocolate Fudge: Good 

type of candies. Orange Coconut Paste: Weak flavor 
Container: Oblong box, one layer type. Nut Nougat: Good 

White glazed paper top printed in Pink Coconut Paste: Lacked flavor 

gold. Outside paper wrapper, overall Peanut Cluster: Good 

print of name in gold. Tied with gold Mint Chips: Good 

grass ribbon. Caramel & Peanuts: Good 


\CONFECTO-SPRED 


Registered Trade Mark 


QUALITY CANDY 


IS PUBLIC RELATIONS 
INSURANCE 


For Top Quality 
CONFECTO-SPRED serves the 
industry with 100% Nutritive 
Materials. 


Used Nationally for Over 7 Years 
with Perfect Results 


For Cooling Slabs — Band Ovens 
Belts — Trays — Transfer Pans 


VEGETABLE OIL STABLE 
NUTRITIVE RELEASE COMPOUNDS 


INTERNATIONAL FOODCRAFT CORP. 


184 NORTH 8th ST., BROOKLYN 11, NEW YORK 





Mint Cream Wafers: Good 

Molasses Coconut Paste: Cellulose 
wrapped—Good 

Nut Caramel: Cellulose wrapped—Good 

Nougat: Cellulose wrapped—Good 

Assortment: Fair. See remarks. 

Remarks: Too many coconut pieces. Sug- 
gest a few good jellies be added and 
better flavors be used. This type of 
confection needs a good strong flavor, 
A number of pieces were crushed 
when box was opened. 


Code 8Cl 
ASSORTED CONFECTIONERS 
& COATED CANDIES 
1 Ib.—$1.65 


(Purchased in a department store, 


Denver, Colo.) 


Appearance of Package: Good 
Container: Long oblong box one layer 
type. Green glazed paper top, name 
printed in gold. Cellulose wrapper. 
Appearance of Box on Opening: See 
remarks. 
Number of Pieces: 31—All dipped in 
white summer coating. 
Coating: 
Color: Good 
Gloss: None 
Strings: Good 
Taste: Good 
| Centers: 
Nut Nougat: Good 
Lemon Jelly: Good 
Coconut Cluster: Good 
Lemon Cream: Weak flavor 
Pink Cream: Could not identify flavor 
Dark Cream & Nuts: Could not taste 
any flavor 
Chocolate Cream: Good 
Vanilla Caramel: Tough and cheap 
tasting 
Chips: Lacked flavor 
Vanilla Coconut Paste: Dry 
/ Mint Cream Wafers: Good 
Assortment: Fair 
Remarks: A number of pieces were bro- 
ken. Suggest a better grade of flavors 
be used. Some of the cream centers 
need checking up. To improve the 
assortment we suggest adding a few 
good hard candy nut pieces, marsh- 
mallows, and more caramels, etc. The 
caramels were not good. Very highly 
priced at $1.65 for a pound. 


Code 8H1 
MAPLE CANDY 
4 ozs.—75¢ 


(Purchased in a department store, 


Denver, Colo.) 


Appearance of Package: Good 
Container: Square box, large window. 
Buff and brown paper top printed in 
green and brown. Cellulose wrapper 
Appearance of Box on Opening: Good 
Number of Pieces: 16—All 100% pure 
maple sugar pieces. 
Candies: 
Color: Good 
Molding: Good 
Texture: Good 
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Not you, dear — the machine. Uniformity is so important! And with our Viscosimeter we can make luscious 
Blumenthal chocolate to the exact density — thickness, my sweet — desired by our customers. It’s attention 
to such details — and equipment like this — that have made The Man From Blumenthal the man 
to see for superior chocolate products for three generations. 


Ask the man from BLUMENTHAL BROS. CRIOCOLATE CO. 


MARGARET & JAMES STREET ¢ PHILADELPHIA 37, PA. 
Manufacturers of quality cocoa powder, chocolate liquors and chocolate coatings 


for August 1961 — 49 





Maple Flavor: Good 
Crystal: Good 

Remarks: The best maple candies we 
have examined this year. Very well 
made and a good true maple sugar 
flavor. Very highly priced at 4 ozs. 
for 75¢. 


Code 8Jl 
ASSORTED SUMMER CANDIES 
12 ozs.—$1.49 


(Purchased in a candy shop, 
Denver, Colo.) 


Appearance of Package: Good 
Container: Oblong box, one layer type. 
White glazed paper top with a very 
large window in the center. Name 
printed in gold. Cellulose wrapper. 
Number of Pieces: 30 
Summer Coated Pieces: 
Almond Cluster: Good 
Chocolate Nut Caramel: Good 
Chocolate Cream: Good 
Orange Slices: Lacked flavor 
Vanilla Caramel: Good 
Lemon Jelly & Marshmallow: Good 
Orange Jelly: Good 
Lemon Cream: Good 
Peanut Cluster: Good 
Coconut Paste: Good 
Gum Drops: Good 
Orange Turkish Paste: Good 
Light & Dark Chocolate Coated Pieces: 
Nut Cream: Lacked flavor 
Honeycomb Chips: Good 
Mint Cream: Good 


CARVER 
COCOA PRESS 


There is a variety of sizes of Carver Cocoa Presses to 
meet every requirement. We solicit your inquiries. 


Pink Cream: Could not identify flavor 
Orange Cream: Lacked flavor 
Green Honeycomb Chip: Lacked fla- 
vor 

Vanilla Cream: Good 
Caramallow: Good 

Assortment: Good 

Remarks: Suggest some of the flavors 
be checked up in the summer coated 
pieces, also in the chocolate coated 
pieces. 


Code 8D1 
ASSORTED CHOCOLATES 
AND BON BONS 

1 Ib.—No price given 


(Purchased in a candy shop, 
Denver, Colo.) 


Appearance of Package: Good 
Container: One layer type, oblong shape, 
white glazed paper top printed in 
gold. White glassine wrapper tied 
with white grass ribbon. Gold seal 
printed in black. 
Appearance of Box on Opening: Poor 
Number of Pieces: 
Dark Coated: 10 
Light Coated: 12 
Nonpareil Wafers: 2 
Jordan Almonds: 3 
Bon Bons: 9 
14 Dipped Acorn: | 
Coating: 
Colors: Good 
Gloss: Good 
Strings: Good 








Taste: Good 
Dark Coated Centers: 
Date: Good 
Buttercream: Good 
Pink Cream & Nuts: Could not iden- 
tify flavor 
Molasses Chew: Good 
Ice Cream Drop: Cream tough 
Walnut Top Cream: Good 
Marshmallow: Fair 
Caramallow: Marshmallow tough and 
dry, caramel good. 
Wintergreen Cream Pattie: Good fla- 
vor; cream tough 
Peppermint Cream Wafer: Good 
Light Coated Centers: 
Chocolate Paste: Good 
Vanilla Caramel: Good 
Gum & Vanilla Caramel: Good 
Fruit Nougat: Good 
Mint Gum & Marshmallow: Marsh- 
mallow tough 
Vanilla Coconut Paste: Good 
Walnuts: Good 
Cordial Cherry: Good 
14 Dipped Green Acorn: Good 
Cream & Brazil: Good 
Jordan Almonds: Good 
Nonpareil Wafers: Good 
Bon Bons: 
_ Coating: Good 
Colors: Good 
Gloss: Good 
Centers: 
Cream: Dry and hard 
Nut: Good 
Assortment: Fair 
Remarks: Suggest some hard and chew- 


STANDARD THROUGHOUT THE WORLD 


Every major 
advancement in 
the design of 
Cocoa Presses 
has a CARVER 
patent behind it. 


DESIGNED with Experience 
CONSTRUCTED with Precision 
SERVICED World-Wide 


FRED S. CARVER INC. 
HYDRAULIC EQUIPMENT 


RIVER & CHATHAM RDS., SUMMIT, N. J. 


in Europe: HERMANN BAUERMEISTER GMBH 


HAMBURG-ALTONA, GERMANY 
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ey pieces for the assorted chocolates. 
A divider is needed to keep pieces in 
place. A number of bon bons and the 
acorn were broken. Jordans were 
marked with broken chocolate pieces 
and some of the bon bon coating was 
all over the box and candies. Very 
poor packing. Cream bon bon centers 
need checking up. 


Code 8E1 
CHOCOLATE MINTS 
4 ozs.—59¢ 


(Purchased in a department store, 


Denver, Colo.) 


Appearance of Package: Good 
Container: Small oblong box, one layer 
type. Buff colored glazed paper top. 
Name and seal embossed in gold. Cel- 
lulose wrapper. 
Appearance of Box on Opening: Good 
Number of Pieces: 15 
Coating: Light: 
Color: Good 
Gloss: Good 
Strings: Good 
Taste: Good 
Center: Chocolate Paste 
Color: Good 
Texture: Good 
Mint Flavor: Good 
Remarks: This is the best piece of this 
kind we have examined this year. 


Code 8GI1 
HOME MADE SUMMER 
ASSORTED CANDIES 








1 Ib.—$1.59 


(Purchased in a department store, 
Denver, Colo.) 


Appearance of Package: Good 

Container: White oblong box, glazed 
paper top, name embossed in gold. 
One layer type. White paper wrapper 
printed in red, gold and white stripes 
tied with yellow colored grass ribbon. 

Appearance of Box on Opening: Poor 

Number of Pieces: 

Chocolate Nut Fudge Pieces: 2—Good 

Jelly Fingers: 5—Good 

Assorted Caramels: 4—Good—No wrap- 
pers 

Fruit & Nut Jellies: 2—Good 

Confectioners Coating: 9—Good 

Pecan Nougat Rolls: 2—Good 

Peanut Clusters: 2—Good 

Assortment: Good 

Remarks: Very well made home made 
pieces. Flavors and quality of candy 
were good. Suggest a good divider 
be used as candy was all at one end 
of the box and a number of bon bons 
were broken. 


Code 8F1 
CHOCOLATE ORANGE STICKS 
12 ozs.—85¢ 


(Purchased in a department store, 
Denver, Colo.) 
Appearance of Package: Good 
Container: Long narrow oblong box, one 
layer type. Foil top printed in orange, 
brown, yellow and green. Imprint of 
sticks and oranges in color. Cellulose 


wrapper. 
Appearance of Box on Opening: Good 
Number of Pieces: 47 
Coating: Dark: 
Color: Good 
Gloss: Good 
Strings: Fair 
Taste: Good 
Center: Orange Jelly 
Color: Too dark 
Texture: Good 
Flavor: Very weak. 
Remarks: Suggest a good quality oil be 
used and enough to give piece a good 
flavor. 


Code 8N1 
Chocolate Eggs in a Plastic Egg 
Cup 
3 ozs.—39¢ 


(Purchased in a chain drug store, 
Chicago, III.) 


Appearance of Package: Good 

Container: Oblong box, crate divider. 
Board tray, printed in purple, yellow 
and green. 

Eggs: 9 pieces. A filled chocolate egg 
in foiled and placed in a small plas- 
tic egg cup. 

Chocolate: Good 
Molding: Good 
Center: Good 

Remarks: This is the best Easter novelty 
we have examined in a number of 
years. Very attractive foils, and the 
container is very well made. Every 
piece was in place. Very cheaply 
priced at 39¢. 





Because: they're high oil 
content pecans— bright, 
full-meated and firm, with 
the delicate flavor of freshly 
shelled pecans. 


Because: every pound 

of Fleischmann’s is a pound of 
quality pecans, the pick of 
the pecan meats, rigidly 
graded to specification. 


Because: they're backed 
with the kind of service which 
has earned Standard Brands 
a prestige reputation in 

the food field. 


specify Fleischmann’s Fancy Pecans 


Standard Brands Incorporated—Branches in All Principal Cities 
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PATENTS 


2,969,285 
CHOCOLATE CHIP TYPE FLAVOR- 
ING FOR ICE CREAM AND METH- 
OD OF PREPARING THE SAME 
Russell Cook, Milwaukee, Wis., as- 
signor to Ambrosia Chocolate Compa- 
ny, Milwaukee, Wis., a corporation of 
Wisconsin 
No Drawing. Filed Mar. 30, 
Ser. No. 802,639 

7 Claims. (C1. 99—23) 
1. A method of preparing a chocolate 
chip product having the fat thereof in 
the dispersed phase in a form suitable 
for incorporation into ice cream com- 
prising: admixing a minor proportion of 
chocolate liquor, and a major proportion 
of sugar; adding water sufficient to 
bring the mixture to a syrupy consisten- 
cy; heating the mixture to a temperature 
within the range of approximately 250° 
F. to 290°F. and cooking said mixture 
for a period of time sufficient to reduce 
the water content thereof and bring said 
mixture to a nearly dehydrated condi- 
tion; discontinuing the heat; cooling and 
solidifying the product with the fat there- 
of in the dispersed phase; and there- 
after crushing and comminuting said 
solidified product into a state of sub- 
division suitable for incorporation into 
ice cream. 


— 


1959, 


2,982,232 
CANDY CANE MACHINE 
Earnest Driskell and James T. Spratling, 

Albany, Ga., assignors to Bobs Can- 

dies, Inc., Albany, Ga., a corporation 

of Georgia 

Filed Oct. 24, 1957, Ser. No. 692,202 

4 Claims. (C1.107—8) 

1. A mechanism for shaping straight 
candy sticks to form candy canes com- 
prising, a frame, a pair of fixed spaced 
abutments on the frame forming a die, 
means to deliver straight candy sticks 
singly to a position with one end _ por- 
tion bridging the die, and means in- 
cluding a punch movable along a path 








intersecting the candy stick position 
and through said die, whereby move- 
ment of the punch along said path willi 
force the end of the sticks to bend 
about the punch and the stick to be 
drawn through the die, said means in- 
cluding a punch comprising a_ link 
chain, plates on the links to form a plat- 
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form to support candy sticks when on 
the operative flight of the chain, and 
said punch mounted upon one of the 
plates, means to move said chain along 
said path slowly while said punch is 
approaching and passing through said 
die and then increase the chain speed, 


2,969,286 
METHOD OF PREPARING CHOCO. 

LATE FLAVORING FOR ICE 

CREAM 
L. Russell Cook, Milwaukee, Wis., as- 

signor to Ambrosia Chocolate Compa- 

ny, Milwaukee, Wis., a corporation of 

Wisconsin 

No Drawing. Filed Mar. 30, 1959, 

Ser. No. 802,640 
6 Claims. (C1. 99-23) 

1. A method of preparing a fondant- 
ized chocolate flavor composition for 
chocolate flavored ice cream which com- 
prises the following steps; grinding to 
a smooth paste a mixture containing 
13 to 40 parts by weight of sugar and 
87 to 60 parts by weight of chocolate 
liquor prepared from cocoa beans which 
have been brought to only a low roast, 
subjecting said paste to a conching oper- 
ation for 18 to 24 hours at a tempera- 
ture within the range of 175°F. to 190° 
F., pressing the composition in a cocoa 
press to extract cocoa butter therefrom 
and to reduce the cocoa butter to a to- 
tal content of 18 to 40 percent, and 
thereafter subjecting the pressed com- 
position to a crushing and pulverizing 
action. 


—— 


VEGETABLE 
OIL 








LABORATORY CONTROLLED 


a 


NON-RANCIDITY 


Clearlube 


the perfect releasing agent for cookers 
mixers, cooling tables, slabs, trays, etc 


CONTAINS NO MINERAL OIL 


CORPORATION 
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Herb Knechtel, director 

of Knechtel Laboratories, Skokie, 

lll., demonstrates manner 

in which a retail confectioner can put a 
skin on hand rolls. 


ARC Group Sees 


Candymaking Innovations 


O NE OF THE MORE animated and instructive features 
of the recent candy convention season in Chicago 
was the visit by members of the Associated Retail 
Confectioners to the offices and pilot plant of Knechtel 
Laboratories, Skokie, IIl. 

Host Herb Knechtel, in addition to showing the 
visitors his facilities, demonstrated several ideas that 
proved to be of real interest to the candymakers. 

He first demonstrated a “quick-skinning” method for 
very fragile hand-rolls, to allow the centers to be en- 
robed without the usual necessity of standing over 
night. Hand rolls were made and placed on boards 
in the usual fashion. A stack of boards were then 
placed into a vacuum chamber and sealed. A pump 
was then started and a vacuum of about 28 inches 
was pulled. After about one minute at 28 inches, the 
vacuum was broken, and the boards taken out. 

Inspection of the centers showed that they had a 
dry and firm outer surface that could be handled for 
dipping or enrobing. While this “skin” did not remain 
indefinitely, it would last long enough to give ample 
time for further processing. 

For the retail confectioner, this is a quick and easy 
method and one that will allow him to make his 
operation more efficient. 

Another new idea method demonstrated by Knech- 
tel was the operation of a new depositing machine, 


One demonstration for the 

ARC members, conducted by Knechtel, 
was of a hand roll forming machine that 
is particularly designed for 
such items as coconut centers. 










designed for the soft coconut type of center. This is 
a very difficult type to form by machine, and most 
retail confectioners form them by hand. This machine 
is based on the principle of filling a void in a rotating 
cylinder, then expressing the center onto a feed belt 
directly into an enrober. This is a small size machine 
suitable for retail operations. 

The third demonstration was principally for general 
interest and entertainment, rather than for demon- 
strating a practical and proven method for making 
candy. However, the new principle may in the future 
have important candymaking applications. The dem- 
onstration was of the operation of a “Radar-Range” 
made by Raytheon, that operates on the microwave 
principle. This is essentially a heating operation, put- 
ting heat energy into a batch of candy by waves from 
a generator. Thus, there is no physical contact of the 
heating elements with the candy. 

This type of cooking, prohibitively expensive when 
compared to the usual type of steam cooking for 
ordinary candymaking, seems to have possibilities in 
such situations when it is desired to keep the candy 
from contact with any heated surface. 

Those who visited this unique candy pilot plant felt 
that their time had been well spent, and that they 
had gained some important knowledge of new de- 
velopments in machinery and processes. 











Ask Any Buyer! 


Full 12 month “shelf life” 
In use all year long by 





W holesalers—Chains—Dept. Stores—Vendors 


7,500 professional candy buyers for all types All major firms are listed, but only the adver- 
of outlets, in all 50 states, receive and use the tisers can show: all the items in their line, 
CANDY BUYERS’ DIRECTORY. what they look like, how packaged, etc. 


|. Largest Buyer Circulation 
2. Lowest Cost Per Buyer 


3. Used All Through The Year 


AND THE ADVERTISER GETS ALL THE BREAKS 


All salesmens’ names & addresses are included free 
Display advertising is placed in product sections specified 


All listings are in boldface under every classification 
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Full Page Only $250 
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NDY BUYERS’ DIRECTORY since 
1944. It was an invaluable help to me as a new buyer and I 
still use it regularly. It is by far the most complete and 
dependable reference to candy sources that I know of.” 
Joseph Bernstein, FOOD FAIR STORES, Ine. 


1962 Edition Closes October Ist 
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Factors Affecting Invertase Action 
In Cast Cream Centers 


BY FRED JANSSEN, Chief Candy Technologist, The Nulomoline Division American Molasses Company 


ci USE OF INVERTASE in cast and rolled cream 
centers by the confectionery industry during the 
last 40 years has demonstrated that its use is essential 
to produce in quantity and quality cream centers 
of all types. 

Invertase is necessary to retard the drying out, to 
prevent fermentation and to make soft tender creams. 
These principals were explained in detail in papers 
presented before the Boston Section AACT entitled 
“The Evolution of Rolled Crear: Centers” and before 
the New York Section AACT entitled, “Invertase 
and Cast Cream Centers”. , 

However, it might be well to explain how inver- 
tase acts inside a cream center. The moisture or 
water in the syrup portion of a cream takes up all 
the sugar (sucrose) that it can hold in solution. The 
invertase works on the sugar in the syrup and con- 
verts it into invert sugar (levulose and dextrose). 
We now have sucrose syrup plus invert sugar which 
makes a larger amount of syrup and a smaller per- 
centage of sugar crystals. As the invertase continues 
to work, more invert sugar is developed and still 
more sugar crystals can go into solution due to in- 
creased solubility. 

Gradually the action of the invertase will diminish 
due to the density of the syrup. When all of the 
available moisture in the syrup or cream is utilized, 
the invertase will become dormant and cease to 
function. In other words, when the syrup density of 
a cream center has reached 82-83% solids, it has ar- 
rived at its end point, depending, of course, upon 
the type of center being made. 

Fermentation rarely, if ever, occurs in cream cen- 
ters when the syrup density is 79 or more. 

In looking for information on conditions that may 
affect this action we found very little information 
along this line in our files and laboratory records. 
Consequently, the information herein has never been 
published. We feel that this information is necessary 
as the candy industry is gradually recognizing the 
value of the candy technologist, along with the fact 
that candy making is gradually becoming a science 
rather than an art. 


Presented at Meeting of the Southeast Section of the American Associa- 
tion of Candy Technologists, Atlanta, Ga, 11-18- 


In order to present this information it is necessary 
to explain the making of the fondants, frappe, bob 
syrup, adding various amounts of invertase, casting 
of the creams, storage conditions and checking the 





progress of the creams with relation to syrup 
densities. 
Preparation of Fondants 
A. High Cook B. Low Cook 
100 Ibs. Granulated Sugar 100 Ibs. : 
25 Ibs. Corn Syrup 25 Ibs. 
12% Ibs. Invert Sugar 12¥ Ibs. 
25 Ibs. Water 25 Ibs. 
246° F. Cooking Temperature 240° F. 
11.8% Moisture Content 14.2% 
77.0% Syrup Density 75.5% 


The above fondants were prepared in order to pro- 
duce fondants of different moisture content. Al- 
though the ingredient compositions are identical, the 
moisture contents are different due to the final cook- 
ing temperature. This also has an effect upon the 
syrup densities of the two fondants. The lower 
cooked fondant has a lower syrup density which is 
caused by the increased amount of moisture in the 
fondant allowing for more sugar (sucrose) to be in 
solution. The sucrose has a lower maximum solubility 
in relation to invert sugar or corn syrup. 

The function of invert sugar in fondant making is 
to produce a larger percentage of syrup in the fon- 
dant and to increase the density of the syrup portion 
of the fondant. In addition, it helps to produce a 
smoother fondant—a fondant having a larger number 
of fine crystals—resulting in a more tender fondant. 

The composition of these fondants by calculation 
will have the following approximate relationship be- 
tween the syrup and solid phases. 

High Cooked Fondant Low Cooked Fondant 


44.4% Solid Phase (Crystals) 37.8% 

55.6% Syrup Phase 62.2% 
Consequently, it should be noted that the lower 
cooked fondant has a larger proportion of syrup of 
a lower density. This is due to the moisture content 
of the fondant which forms part of the syrup phase. 








Preparation of Frappe No. 1 
Fifty pounds of corn syrup is cooked to 245° F., 
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Graph I, 


Syrup Density 
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- Effect of Invertase Concentration (Room Temperature) 


Graph 1 shows maximum density of syrup is 
reached in a shorter time when 3 oz. of in- 
vertase is used than when 2 oz. are used. 
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fifty pounds of invert sugar is then added and mixed. 
This is promptly placed into a beater, the beater 
started and one pound of egg albumen dissolved in 
two pounds of water gradually added and the batch 
beaten until light. 


Alternate Method: Place twenty-five pounds of the 
invert sugar and one pound spray dried powdered 
egg albumen into a beater (add no water), and 
mix at slow speed. Meanwhile, heat twenty-five 
pounds invert sugar and fifty pounds corn syrup to 
the boiling point (do not cook). Add the hot syrup 
to the mixture in the beater and beat until light. 
Result is a marshmallow syrup having approximately 
18% moisture and weighing approximately six pounds 
to the gallon. 

Frappe can be made in advance and stored as a 
stock material. Its purpose is to lighten and whiten 
the cream centers. It has a definite influence upon 
the texture of the creams depending upon the 
amount used. 

We are now ready to proceed with the prepara- 





tion of the samples for our studies on invertase using 
a Standard Cast Cream Formula as follows: 


Standard Cast Creams 


Low Moisture Cream “High Moisture Cream 


100 Ibs. A—Basic Fondant—B 100 Ibs. 
Bob Syrup: 

40 Ibs. Granulated Sugar 40 Ibs. 

10 Ibs. Corn Syrup 10 Ibs. 

10 Ibs. Water 10 Ibs. 

244° F. Cooking Temperature 240° F. 

10 Ibs. Frappe’ No. 1 10 Ibs. 

2 and 3 ozs Invertase 2 and 3 ozs. 
11.6% Moisture Content 13.2% 
77.5% Initial Syrup Density 77.0% 


Samples of these creams were immediately stored 
at room temperature, in a cold room at 45° F., and 
in a freezer at +10° F. The creams were checked 
weekly and the progress in increased syrup densities 
due to the action of invertase were recorded. After 
9 weeks the results were evaluated. 


Effect of Invertase Concentration 


Referring to Graph I we see that the maximum 
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Graph Ill - Effect of Storage Temperature 
(3. 2% HO - 3 oz. Invertase) 
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Graph 3. Evidence that reduced temperatures 
slow down the action of invertase. Lower 


temperatures make syrup phase more viscous, — 
Mobility of sucrose and invertase is reduced, © 
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syrup density is reached in a shorter period of time 
when 3 ozs. of invertase is used as compared to the 
2 ozs. 

It has always been stated that when double the 
amount of invertase is used it would take approxi- 
mately half the time to reach the end point or final 
density. This is quite evident from the results ob- 
tained, if 4 ozs. of invertase were used it would 
take approximately 4-2 weeks compared to the 9 
weeks, using 2 ozs. of invertase. Three ounces of 
invertase took approximately 7 weeks or between 2 
and 4 ounces of invertase. 

Maximum density is reached when the syrup den- 
sity approaches a density of 82-83 solids or the den- 
sity at which the invertase can no longer increase 
the density of the syrup. 

This information is useful to manufacturers who 
plan to make and store creams in advance of sales. 
A smaller amount of invertase can be used in creams 
made in advance and then the amount gradually in- 
creased as the date of sale approaches, thus making 
it possible to have the creams at a uniform consis- 
tency all at the same time. 


Effect of Moisture Content 

Referring to Graph II we see that the moisture 
content of the creams is a very important factor in 
the action of invertase. 

Less water in a cream center causes less sugar 
(sucrose) to go into solution where the invertase can 
act on it. Chemically speaking, for each molecule of 
sucrose to be made into invert sugar, one molecule 
of water is required— 


Cy2H220); + H.O + Invertase > CgH120¢ + CgHy20¢ 

(sucrose) (water) (dextrose) (levulose) 

( invert sugar ) 

The invert sugar being produced increases the sol- 

ubility of the syrup allowing more sucrose to go into 

solution. This action continues until the maximum 
solubility of 82-83 solids is reached. 


Several years ago when confectioners coatings 
were in common use there was great concern in the 
creams not breaking back or becoming soft. The 
moisture transmission through coatings of this type 
is several times greater than regular chocolate. The 


creams lost their moisture rapidly giving little time? 


for the invertase to work. Theoretically, if increased 


amounts of invertase were used, invert sugar, with) 


its moisture retaining properties, would be produced 
quickly. This prevents to some extent a rapid loss of 
moisture, thus producing a soft tender cream. 

From the graph we estimated that it would take | 
about 40 weeks to reach maximum density in the 


low moisture cream provided the cream did not lose’ 


any of its moisture during this time. 


Effect of Storage Temperature 


As stated previously the creams were stored at a 


room temperature of 70-75° F., 
perature of 45° F. 
+10° 
to consider only the high moisture content creams} 
with 3 ounces of invertase. 


in a cold room tem-7 
and a freezer temperature of] 
F. As the tests proceeded we found it was best} 


From Graph III it is quite evident that reduced) 
temperatures slowed down the action of invertase.7 


The lower temperatures made the syrup phase more 
viscous, thereby, reducing the mobility of the su-§ 
crose and invertase. Reduced temperatures also re-7 
duce the solubility of the sugars, 
sucrose in the solution for the invertase action. 


imum densities 
tainable at the lower temperatures. 


Approximate Maximum Densities of Syrups 
at Various Temperatures 


— 82% solids 
— 80% solids 
— 75% solids 
(Continued on page 60) 
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This is also shown in Graph IV. 

Therefore, creams stored at 45° F. would reach 
a maximum density of approximately 80% solids at 
which point the invertase action will cease. At +10° F., 
the creams showed absolutely no increase in density 
from the initial stage. 


From the graph we see that creams when stored 
for 6 weeks or longer at 45° F., then moved to room 
temperature must be allowed to stand for an addi- 
tional 4 weeks before reaching the maximum syrup 
density. 

Creams stored in a freezer should be treated as 
freshly made creams and allowed the full time it 
normally takes at room temperature to reach the 
highest density. From this we can say that creams 
to be stored for long periods can be stored at 45° F. 
However, several other factors should be taken into 
consideration, such as the humidity of the storage 
room and the packaging of the creams. Several firms 
have successfully stored creams at a temperature of 
50° F. and a humidity of 50% for one year. 

Upon removal of the candies from cold storage, 
consideration should be given to possible moisture 
condensation upon the goods. By raising the temper- 
ature of the goods slowly or in several stages this 
can be avoided. If this is not possible some firms 
have found double wrappings of cellophane to be of 
help. Any moisture would then condense on the outer 
wrapper which can be removed later. This double 
wrapping will insure that the goods within the pack- 
age will not be affected by any condensed moisture. 

We have discussed in detail the following which 
affects invertase activity: 1. Invertase Concentration, 
2. Moisture Content of Creams, 3. Storage Tempera- 
tures. 

Other factors affecting invertase activity but to a 
lesser degree are: 4. Formulation, 5. Permeability of 
the Chocolate, 6. Relative Humidity of Storage Room, 
7. pH of the Cream Centers. 






Formulation 


The following points should be considered: 

The greater the percentage of sucrose in the cream 
center, the more quickly will it soften and increase 
the syrup density. as the invertase will react on the 
sucrose only in the presence of water; 

The moisture content of the cream can be con- 
trolled by the cooking temperatures of the fondant 
and the “Bob” syrup; 

The proportion of the “Bob” syrup to fondant and 
the amount of frappé must all be considered with 
respect to moisture content in the final cream center. 

The cream centers should, if possible, be coated 
with chocolate as soon as firm, cool and after re- 
moving from starch. To get uniform quality, the time 
in starch for each type of cast cream should be 
regulated to some degree. 


Permeability of the Chocolate 


Moisture from a cream center can be lost through 
the chocolate coating. The thinner the coating, the 
greater the moisture loss. The use of a prebottomer 
will also restrain cupping and shrinkage due to mois- 
ture loss. 

The higher the storage temperature, the greater 
the rate of moisture transmission through a chocolate 
coating. 

Low humidities in a storage area can cause creams 
to dry out faster, particulariy if stored in unwrapped 
boxes or in bulk. 


pH of the Cream Center 


A pH of 4.0 to 5.5 in the creams has little effect 
upon invertase activity. However, pH’s higher or 
lower than these decrease invertase activity. 

Care should be taken when adding fruit acids to 
a hot batch. Quick inversion takes place resulting 
in creams that set slowly. These are easily bruised 
or broken. Fruit acids should be added and mixed 
into a batch just before casting into starch. 
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Helpful Books 


for Candy Plant Executives 
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Confectionery Analysis and 


_ by Stroud Jordan and Katheryn E. Langwill 
This volume, first published in 1946, is still the only pub- 
| be © lished reference work on the subject of confectionery an- 
- alysis. It concerns itself with applicable data that covers 
* composition of basic raw materials as well as that of the 
© finished confections in which they have been employed. ue 
116 pp. — $6.00 = 





ugh 
ha ee ee 
mer | Confectionery Problems 
nois- _ (Confectionery Studies, Number 1) 
by Stroud Jordan 
rater 
late | Miomist2 based on this his first book, Published im 1630 YOUF Future Factory 


by V. P. Victor, M.E., P.E. 


it is still, in many areas, the final word on technology in 


»ams * the industry. Jordan’s sense of responsibility to record his . : 
= + Sey. Sees. See : y A twenty page booklet contains the essentials of modern 
































wed » discoveries and knowledge for the benefit of the industry how includ, 7 | desi 

per * caused him to produce more writings on the technical and factory Ps handif, it ine dit os P ayout, a sae — 

: scientific aspects of candymaking than any other person in materials a — bul rh and structure, production line 
the field. The recognition given him in the form of the and hoger oe planning. T th is a reprint 0: ae so. sae 
establishment of the Stroud Jordan Medal by the American SE TOse. M. Voeer 4 a ‘ e Menu pgs Co —— 

; . Association of Candy Technologists rests on this sense of in . Mr. Victor is well qualified to advise on facto 
ffect responsibility. 347 pp. — $6.00 layout since he has had considerable experience in suc 
— ee : 5 : planning together with experience in design of candy ma- 

sa sigan aes ase chinery and process development. He is a consulting cy oN 

r neer with headquarters in New York City. 20 pp. — $2. 
s to | A Textbook on Candy Making 
lting by Alfred E. Leighton 
ised FO” ; Profits Through Cost Control 

: = Here is a textbook where the reader can learn the basic ae kB nd Eric Wei b 
ixed » fundamentals of candy making, the “how” and “why” of y fran uese a ric W eissenoOurger 

‘ the various operations in non-technical terms. Particular Thi ee oe aes bl £ t trol i 

© attention is given to the function of raw materials, and why - ye ere ; a = Rom " eo pees f = SS 
each is included in a formula 175 pp. — $6.00 candy ants including planning for profit. The emphasis © 
Rercereencererben rrr tents ett susumuemmemeecwrerree ‘et i$ ON Planning operations so that a profit will be made, and a 
Choi C f at : in early detection of those factors which will adversely © 
oice Confections affect profit. 36 pp. — $2.00 © 

by Walter Richmond sm 

| This book, now in its second printing, is written primarily 
for the manufacturing retailer. It contains 365 formulas How to Salvage Scrap Candy 
given in two batch sizes, one for hand work and one for by Wesley H. Childs 
machine work. All of these formulas have been production 
tested and have proven to be of great help to manufactur- This booklet is a complete revision of the author’s work 
ing retailers in varying old items and developing new ones. “Modern Methods of Candy Scrap Recovery” published in 

- The book also contains a glossary of candy terms and chemi- 1943. A considerable amount of information has been col- 
cal terms, a complete chapter on chocolate coating methods lected since that time on methods and techniques of salvag- 

» and a chapter on ingredients and their uses. It is an im- ing scrap candy. This booklet covers all types of candy, and 

portant and useful book for all manufacturing retailers. gives many practical and economical ways of converting 

544 pp. — $10.00 scrap candy into a useful form for re-use. 28 pp. — $2.00 
ae pee RE 

O) Confectionery Analysis and Composition— | The Manufacturing Confectioner Book Department 

$6.00 418 N. Austin Blvd. 
O Confectionery Problems—$6.00 a a eu Date. Page el ‘: ; = 
i nciosed 1s my check for 9.......... to cover the cost of the boo 
, weg | 0 A Textbook on Candy Making—-$6.00 I have checked at the left. 
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br «OCU 
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Marshmallow Hash 


BY ALLEN SCHWARTZ 


Schwartz Candies, New York City 


Formula 


30 pounds — cut marshmallows, various flavors 


5 pounds — cut jellies, various flavors 
5 pounds — pecan toppers 
2 pounds — Glace cherries 


Dark vanilla chocolate coating 


Procedure 

This item is of particular value to us, because 
marshmallow is our specialty. It allows us to use the 
end pieces of all different colors and flavors of marsh- 
mallow on a full price item. 

We cut marshmallow into pieces no longer than 
one inch. When we have accumulated thirty pounds, 
we mix them with the jellies (also cut into pieces 
about % inch square), cherries and nuts. When they 
are well mixed they are combined with dark vanilla 
chocolate, and formed into loaves of several pounds 
each. When set, the loaves are cut into pieces of % to 


1 pound each, so that the colored marshmallow pieces 
show along the edge cut. 

The chunks are wrapped in Saran to keep them 
from drying, and sold for $1.75 per pound. 





What is your Weekend Special? 
Submit your Weekend Special for publication in 
THE MANUFACTURING CONFECTIONER. For each one 
published we will pay $5.00. 


Here’s all you do: 

1. List all ingredients of the formula. 

2. Give a complete description of the mixing and han- 
dling procedure. 

3. Give the name of the candy. 

4. Give your name and address. 

5. Send either a glossy photo of the candy, or a 1 Ib. 
box of the freshly-made product so that we can photo- 
graph it. Put your name and address on the box too. 


All published entries will be paid immediately 
upon publication. 

Send entries to: Weekend Special, THE MaAnvu- 
FACTURING CONFECTIONER, 418 No. Austin Boule- 
vard, Oak Park, Ill. 
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We’ve been “Atlas” for 49 years. We still are. 
But, our official name “Atlas Powder Company” has 
become less and less descriptive as—bit by bit—we have 
become increasingly a manufacturer of chemicals. Our 
“Sorbo” sorbitol solution, “Span” and Tween” emulsi- 
fiers, “Darco” activated carbons, and "Atlac” polyester GP 
resins are particularly well known and widely used. “© 




























Three recent moves, which have been developing during 
the past two years, will emphasize our chemical nature 
even more. We are building a polyols plant which will 
produce initially about 50 million pounds per year of 
polyhydric alcohols—including glycerin, ethylene glycol 
and other glycols. Work is almost completed on a new 
$15,000,000 facility to manufacture anhydrous am- 
monia, urea, and related products which is owned 
equally by Atlas and The Standard Oil Company (Ohio). 
We have just completed a merger with The Stuart 
Company, manufacturer of ethical pharmaceuticals. 








pieces 


them 


While "Powder’, or explosives, are still important to us, 

Atlas’ growth in the chemical area has caused us to 

change ‘Powder’ to Chemical” and to gather all our ac- 
tivities together under “Industries”. So, from now on, our 

official name is Atlas Chemical Industries, Inc. We hope 

you like it—and that you will continue to call us “Atlas”. 


€TLAS 


oto- CHEMICAL INDUSTRIES, inc. 


2. 
ely femcats DIVISION—polyols, emulsifiers, polyester resins, activated carbons, specialty chemicals. MH EXPLOSIVES DIVISION— 

; gh explosives, blasting agents, blasting supplies; nitrogen chemicals; ordnance products. & INTERNATIONAL DIVISION—export; manu- 
WU facturing and marketing operations outside of the United States. & THE STUART COMPANY DIVISION -— ethical pharmaceuticals. 


ile- **SORBO’", “‘SPAN‘*, ‘“TWEEN’’, ““OARCO’’, ““ATLAC’* + REG. TRADE MARKS, ATLAS CHEMICAL INDUSTRIES, ING, 


. in 
one 
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(Continued from page 7 ) 
Brooklyn, has re-designed its trademark which will 
be used to tie-in all product packages in the line. 

For the past six months, the company has been 
involved in an accelerated redesign program for all 
packages as well as combining many of its minor 
brands, and consolidating the sales force. 

Thirty-two designs were presented by Dixon & Par- 
cels, consulting design firm, each of which was care- 
fully analyzed. 

The Bonomo script and minaret which has been 
widely publicized via national television for 19 years 
will shortly be replaced by the new design. Currently, 
the first of the new packages is being introduced to 
the national market. 


1919 
1952 


Boenomo4 


« 


1952 


I 
CAND 1961 





Chronological history 
of the Bonomo trade- 
mark design change. 


BONOMO® 1961 


Ferrara convention party 


The social highlight of the recent NCWA conven- 
tion in Chicago was the party put on by the Ferrara 
Candy Company for all the visiting wholesalers and 
their families. Over 500 were regally wined, dined 
and entertained by Ferrara at an elegant banquet 
hall during the convention. 


Breaker building new plant 


Breaker Confections, Inc., Chicago, is constructing 
a 25,000 sq. ft. plant at Centex Industrial Park, Elk 
Grove Village, Ill. Occupancy is scheduled for Sep. 
tember, this year. Situated on a two acre site, the 
plant will house the latest candy manufacturing equip- 
ment for making penny, 5¢ and bulk panned candies, 
Cost of the building and land is $250,000, President 
N. W. Breaker reports. 


Atlas Petitions for safe use 


of Sorbitan Monostearate 


A petition has been filed with the Food and Drug 
authorities by Atlas Powder Co., Wilmington, Dela, 
proposing the issuance of a regulation to provide for 
the safe use of polyoxyethylene (20) sorbitan mono- 
stearate in sugar-type confection coatings at not to 
exceed 0.2% by weight of the finished coating. 





Convention attendance 
biggest yet 


Total registration for the 1961 convention of the 
National Confectioners Association was 2,639, accord- 
ing to General Convention Chairman Charles L. 
Smessaert. This tops the previous high in 1960 by 
more than 200, when the attendance then was 2,430. 





Hanson completes move 


Moving of the Merle E. Hanson, Inc., Chicago 
candymaker, to Fort Wayne, Ind. (See MANUFACTUR- 
ING CONFECTIONER page 7, May 1961) has been com- 
pleted and production is again underway. With more 
than twice the space of its former quarters, the 
candymaker expects to increase production of its bulk 
and packaged fancy candies for specialty and depart- 
ment stores. Company president is Jack Johnson, 
of Fort Wayne, owner of the Harges-Mills retail candy 
store, there. Merle E. Hanson is secretary-treasurer. 











NU KREME—Grade “A” of All Nougat Creams 


CENTER ROLL KREME—For Hand Roll 
Chocolates 


CONFECTIONERS’ PECTIN—For Cut Slab and 
Cast Jellies 


DIPPING PIECE—Molasses Honey Comb 
Chips, Mint Honey Comb 
Chips, Peanut Butter Sticks, 
etc. Ting-A-Ling 


BURKE PRODUCTS CO. INC. 





317 W. Hubbard St. 


HY FAT—Production Perfected for Caramel, 
Fudge and Toffee 


KREME TEX—For Stand Up Caramels 


BURCO CREAM POWDER—72% Butter Fat— 
for instant Fresh 
Cream and Fine 
Butter Creams 


CARAMEL PASTE—Carame!l Apples, Cara- 
mels, Slab Fudge 


Chicago 10, Illinois 
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NEWSMAKERS 





Richard M. Palmer (center) carried away the silver candy bowl 
awarded for the general low gross score at NCA’s golf tournament. 

Representing the Richard M. Palmer Company of West Reading, 
Pennsylvania, Palmer was tied by Art Robinson, The Hubinger Com- 
pany, Keokuk, lowa. When the judges tossed the coin to decide the 
winner, Palmer’s side came up. The big bowl was the first award 
for golf prowess he has ever received, the winner disclosed. 

Flanking the winner (left to right are:) Douglas S. Steinberg, pres- 
ident National Confectioners Assn.; John G. Johnson, Walter H. 
Johnson Candy Co., chairman of the 1961 NCA Convention Golf 
Committee; R. N. Rolleston, Williamson Candy Co., co-chairman, 1961 
NCA Convention Golf Committee; and Charles L. Smessaert, Walter 
H. Johnson Candy Co., 1961 NCA General Convention Chairman. 





All-American from Notre Dame and Chicago 
Elmer Angsman, has formed The American 
Brokerage Company and will represent the following 
firms in Chicago area: National Starch, U. S. Gelatin, 
Western Condensing and Best Pak. Headquarters of the 
firm are at 5643 Ravenswood Ave., Chicago 26. 


Former 
Cardinals, 


Package Machinery Co., East Longmeadow, Mass., 
producer of automatic packaging equipment, has organ- 
ized a department of foreign operations. John M. Chalfant 
has been named manager of the new unit. Previously he 
was staff sales manager. In his new post, Chalfant will 
be responsible for the expansion and coordination of all 
company activities overseas. 


Merger plans are underway by Penick & Ford, Ltd., 
Inc. and Morningstar-Paisley, Inc. If approved, Morning- 
star-Paisley, Inc., will become a division of Penick & 
Ford, and no change in management is anticipated. 


Paul H. Mueller is new district manager, Northeast 
District, for Union Starch & Refining Co., Inc., Columbus, 
Indiana. He will have headquarters in Boston, Mass. 


Dr. J. E. Killinger is new vice-president, product ap- 
plication and development division, Penick & Ford, Ltd., 
Inc., and L. S. Poer has been made vice president and 
director of marketing for the Food Industries and Allied 
Trades department. Also W. S. Russell is new assistant 
to the vice president. 


_ F. Wade Greer, Jr., who has done extensive research 
in the development of food processing equipment, and 


is an expert on chocolate handling and temperature con- 
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trol techniques, has been appointed application engineer- 
ing manager of the J. W. Greer Co., Wilmington, Mass. 
Announced concurrently was the appointment of Gren- 
ville B. Gerrish as director of product development for the 
Massachusetts firm, designers and manufacturers of con- 
tinuous production equipment for the food processing 
industry. 


Allan E. Katz has been appointed executive vice presi- 
dent of F. Ritter & Co., Los Angeles flavor producer. 
Katz has had extensive experience in the flavor field and 
in all operations of the company. He will coordinate the 
company’s sales, production and _ research-development 
efforts. Well known in the industry, Katz is active in the 
Flavoring Extract Manufacturers’ Association, National 
Confectionery Association, Institute of Food Technolo- 
gists, and is on the board of governors of the National 
Fruit and Syrup Manufacturers Association. 


New field sales manager at Pack- 
age Machinery Co., East Long- 
meadow, Mass., is William H. Keil, 
former western regional manager. 
Keil joined the automatic packag- 
ing equipment maker as a sales 
engineer in 1947 in New York 
City. Later he was Chicago dis- 
trict manager and in 1955 was 
made western regional manager. 
In his new position, he will super- 





W. H. Keil 

vise sales activity in the firm’s seven sales offices through- 
out the U. S. and the representatives in the southwest, 
west coast and Canada. 





Confectionery Brokers 


LIBERMAN SALES G & Z BROKERAGE 
COMPANY COMPANY 


$24 Joshua Green Bldg. os Menioo—Arioona 
urth Ave. 1 Paso County T: 


4 
SEATTLE 1 °WASHINGTON P. O. "Box 227 ALBUQUERQUE 
Second N. 


a oes Oe hag Utah Personal service to. 183 jobbers 
neat 8 5 super-markets and department 





I. Liberman Cliff Liberman 
Terr.: Wash., Ore., Mont., Ida., {| ‘Stores. Backed by 26 years ex- 
Nevada, Utah perience in the confectionery 
field. We call on every account 
re personally every six weeks. 
Candy is our business. 
FRANK Z. SMITH, LTD 1m 





Manufacturers Sales Agents 
ag oeeee Distributors 
13024, Camp Taylor 
LOUISVILLE 13, KENTUCKY 
Terr.: Kentucky, Tennessee and 


New York New Jersey Penna. 
Manufacturer’s Representative 


JOHN O’MEARA, JR. CO. 








Indiana 507 he - Ave., New York 17, N.Y. 
EL: OXford 7-1554 
— — Gascleutan Available 
Delaware Maryland Wash., D.C. 
SAMUEL SMITH 
ase i ip Ave. Phone omnes 
anufacturers’ resentative 
WINSTON-SALEM 4, N. CAR. IRVING S. ZAMORE 
Terr.: Virginia, N. Carolina, 2608 Belmar Place 
S. Carolina s 


PITTSBURGH 18, PA. 





Confectionery Broker Representing 
‘Manufacturing Seapeetenes 
RALPH W. UNGER : i “w ; 
928 East Srd St, Tetee!: Te a eee 


Phone: MA 
ag ANGELES 13, CALIFORNIA 4 


: Calif., yg tm ex., 
HARRY N. NELSON CO. 
6 Folsom Street 











West Texas 
SAN FRANCISCO 7, CALIF. 
Established 1906 
Terr.: Eleven W 


FELIX D. BRIGHT & SON 5... pe 
Braneh Offices: 1340 E. 6th St., i 


Candy Specialties 
P. O. Box a Angeles 21, Calif.; 1101 
Cyp: 8-5715 Water Ave., Portland, 7. it 
NASHVILLE 2, 2, ag og 2999 South Cook St., Denver, 
Terr.: Kentucky, Ten Colorado 















2—Late style Greer 24” 
Coating Lines with Au- 
tomatic Feeders, Bot- 
tomers, Cold Tables 
and Model CG 24" 
Coaters. 













Available 
At Terrific 
Savings! 











JUST SECURED FROM PROMINENT CONFECTIONERY PLANTS 


Most 
GREER 
Late Style 


94". 32". 49" 
Chocolate Coating Lines 


@ Equipped with Automatic Feeders, 
Bottomers, Cold Tables. 


@ These units are still set up in oper- 
ating position. 


Inspection Can Be Arranged 


IMMEDIATE DELIVERY 











3—Late style Greer 32” Coating Lines with Automatic 
Feeders, Bottomers, Cold Tables and Model CG 32” 
Coaters. Actual photograph of equipment as still 
set up. 


ALSO AVAILABLE: 1—LATE STYLE GREER 42” 


COATING LINE WITH AUTOMATIC FEEDER AND 
MODEL CG 42” COATER. 





1 — Woolf 62” 
Peanut Coater 
with Automatic 
Peanut Feeder 
and 60 ft. 
Cooling Tunnel. 


Buy What You Need 


.. complete units or individual machines 









ACT NOW FOR CHOICEST SELECTION 
These Offerings Are Subject To Prior Sale 
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IN THE MANUFACTURING CONFECTIONER'S 


CLEARING HOUSE 

















MACHINERY FOR SALE | 





MACHINERY FOR SALE 





HELP WANTED 











W. C. Smith power unit cream center 
former $475.00. 4 die plates. Con- 
tinuous and stop start attachment. A-1 
cndition. Used less than 50 hours. 
Box 8611, The MANUFACTURING 
CONFECTIONER. 


Come and see the world’s largest 

selection of Chocolate Easter 
Moulds, Christmas Moulds, Hard 
Candy Moulds, Marzipan Moulds, 
Pound Chocolate Moulds, Dipping 
Forks, etc. Over 1000 different 
Moulds on display. Low prices. We 
pay U.S. import duty. Alex Groot 
Reg’d., 1819 Glendale Ave., Montreal, 
Canada. Tel. RE 1-2121. 


Pulling machine, display type and 

factory size. 150 lb. capacity Na- 
tional Equipment chocolate melter, 
all electric controlled. Hand and pow- 
er driven candy cutters. Lowest prices 
ever. A. R. Massarella, 3468 NE 12th 
Terr., Ft. Lauderdale, Fla. 


One CM-3, brand new, Package Ma- 

chinery cellophane overwrapping 
machine with tear tape attachment. 
Good price for fast sale. Box 7612, 
The MANUFACTURING CONFEC- 
TIONER. 





FOR SALE 

Bonus Cluster Machine. 

Model K #3 Savage Fire Mixers. 

20 gal. & 50 gal. Model F-6 Savage 
Tilting Mixers, copper kettle. 

200 ib. Savage Oval Top Marshmal- 
low Beaters. 

Cut-Rol Cream Center Machines. 

Bostonian Friend Hand Roll Machine. 

1000 Ib. Werner Syrup Cooler. 

150 lb. to 500 Ib. Chocolate Melters. 

24” and 32” N.E. Enrobers. 

32” Kihlgren Stringer. 

Simplex Gas Vacuum Cooker. 

Simplex Steam Vacuum Cooker. 

Savage Cream Vacuum Cooler 

600 lb. Continuous Vacuum Cooker 

Form 3 Hildreth Pullers. 

National Cherry Dropper. 

6’ and 7’ York Batch Rollers. 

National Wood Starch Buck. 

Bausman Twin Disc Refiner Unit. 

Ball and Dayton Cream Beaters. 

30 Gal. Stainless draw off 
jacketed kettles. 

100 lb. cap. Resco chocolate melt- 
ing and tempering kettle. 

Savage Caramel Cutters. 


SAVAGE BROS. CO. 


steam 








2636 Gladys Ave. Chicago 12, Ill. 
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Vacuum cooker, cream beaters, choco- 

late melters, stoves, cutrolls, pullers, 
batchrollers, kettles, cooling slabs, Ho- 
bart beaters, cutting machines etc., 
S. Z. Candy Machinery Co., 1140 
North American St., Philadelphia, Pa. 


One Mills Brothers removable belt 
chip cutting machine, complete 
with motor. Two Savage Brothers 
candy cutters, complete with blades 
and 3 ph motors. One 150 lb. choco- 
late melter. Box 7611, The MANU- 
FACTURING CONFECTIONER. 





BUSINESS OPPORTUNITIES 








Two very successful, well-known, sea- 

sonal retail candy manufacturing 
stores. Excellent locations, established 
ten years. New England, summer; 
Florida, winter. Fully equipped for 
manufacture. Excellent clientele, mail 
order trade. Affords four month vaca- 
tion. Box 8613, The MANUFACTUR- 
ING CONFECTIONER. 


Retail manufacturing confectioner 

seeks merger with one or more 
candy shop operators to form a chain. 
I have established business, long ex- 
perience, plenty equipment to add a 
line for wholesale. Philadelphia area. 
Box 8614, The MANUFACTURING 
CONFECTIONER. 





MISCELLANEOUS 











4” x 5” wax paper wanted. Princess 
Delight Conf., 820 Larkin Street, 
San Francisco 9, California. 








WIRE FORMS: RACKS 
WIRE DISPLAYS: 


Made to Specifications 


Fastorm Wire Division 


6171 Carnegie Ave. @ Cleveland 3, Ohio 








Folding Candy Boxes: All sizes carried 

in stock for prompt delivery. Plain, 
stock print or specially printed. Write 
for our new catalog of every-day and 
holiday fancy boxes, and all paper prod- 
ucts used in the manufacture and pack: 
aging of candies. Paper Goods Company, 
Inc., 270 Albany Street, Cambridge 39, 
Mass. ‘ 





Candy brokers wanted to represent a 
progressive plush and novelty toy 
manufacturer. Please send resume of 
territory covered, and products car- 
ried. Box 7614, The MANUFAC- 
TURING CONFECTIONER. 


Unusual opportunity for capable, 
hard working young man who 
wants a future. Manufacturer with 
new plant and four retail stores needs 
all-round manager. Manufacturing 
quality chocolates, soda fountain, and 
direct wholesale sales experience help- 
ful. Reasonable salary plus share in 
profit. Location growing Western city. 
Box 6617, The MANUFACTURING 
CONFECTIONER. 





MACHINERY WANTED 











D.F.I. wrapping machines urgently 
required. Details and prices to Box 

8615, The MANUFACTURING 

CONFECTIONER. 





SITUATIONS WANTED 











All around candymaker would like 

position in retail or small wholesale 
establishment. 35 years experience. 
Box 8612, The MANUFACTURING 
CONFECTIONER. 


Candymaker. Qualified, wide techni- 
cal experience, knowledge. Retail 
field. Complete knowledge chocolate 
handling. Immediate availability. Go 
anywhere. Box 7616, The MANU- 
FACTURING CONFECTIONER. 
Pan man. Experienced in all types of 
pan work, willing to make change, 
foreman or working foreman or teach- 
ing. Willing to go anywhere. Box 
7617, The MANUFACTURING 
CONFECTIONER. 


Instructor. Synthetic chiclets and gum 
base, also general pan line. Will 
teach all over the world. Have started 
many factories in Europe. Best refer- 
ences from Europe and America. Box 
6618, The MANUFACTURING 
CONFECTIONER. 


















THE HOFFMAN CLUSTER MACHINE 


@ Handles all-free flowing nuts. 

@ 2 more clusters per row. 

@ All stainless-steel construction 

@ Available in 16-24-32 and 40 inch widths 








STICK-MASTER 


Integrated Sizer & Twister with electronic speed control. 
Flexible — Diameters for 4" to 142”; length from 4” to 16”. 
Productive — up to 1500 inches per minute. 

Sanitary — Stainless steel finish — Candy always in sight. 





BERKS HARD CANDY MIXER 





Mixes color, flavor and acid 
in 75 to 125 pound batches 
at rate of 1000 Ibs./hr., 
10% scrap may be included. 
Saves labor and floor space. 
Assures uniform mixing and 
constant rate of production 
through the day. 





Representative: 


John Sheffman, Inc. 


152 W. 42nd STREET NEW YORK 36, N. Y. 











ADVERTISER'S INDEX 


Amaco, Inc. July ‘6 
Ambrosia Chocolate Company 59 
American Maize Products Co. July ‘6] 
American Molasses Co. July ‘6 
American Viscose Corp. 44-45 
Anheuser Busch July ‘6 
Atlas Powder Company 63 
Blumenthal Bros. Chocolate Co. 19, 49 
W. J. Bradford Paper Co. 4] 
The Buhler Co. i 
Burke Products Co., Inc. 64 
Burns, Jabez & Sons, Inc. . y) 
Burrell Belting Co. July ‘61 
Fred S. Carver, Inc. 50 
Cincinnati Aluminum Mould Co. July ‘61 
W. A. Cleary Corp. 52 
Clinton Corn Processing 12 
Confection Machine Sales July ‘6] 
Corn Products Sales Co. 18 
Dairyland Food Laboratories Inc. July ‘6) 
Dodge & Olcott, Inc. July ‘61 
E. |. du Pont de Nemours & Co. 33 
Durkee Famous Foods July ‘61 
Euromac en 4 
Felton Chemical Co. . July ‘61 
Florasynth Laboratories, Inc. 16 
Food Materials Corp. July ‘61 
Foote & Jenks 52 
Fritzsche Brothers, Inc. 10 
J. Alan Goddard , July ‘61 
J. W. Greer Company ‘ 7 
Gunther Products July ‘61 
Otto Haensel Machine Co. July ‘61 
Hamac-Hansella Machine Corp. 13-14 
Hubinger Company Fourth Cover 
Hudson Sharp Machine 32 
Ideal Wrapping Machine Company 43 
International Foodcraft Company : 48 
Walter Kansteiner Co. . July ‘6] 
Kohnstamm, H. Company, Inc. : July ‘61 
Lehmann, J. M. Co., Inc. July ‘61 
Mantrose Corporation : July ‘61 
Mikrovaerk, A/S 28 
Milprint, Inc. July ‘61 
Minute Maid Corp. 3 
National Equipment Corp. . : 69 
Nestle Company, Inc., The 15 
Olin Mathieson Chemical Corporation 46 
Package Machinery Co. 30 
Rhinelander Paper Co. d ; 38 
F. Ritter & Company 38 
Savage Bros. Co. 42 
Sheffman, John, Inc. 39-68 
W. C. Smith ; July ‘61 
Speas Company July ‘61 
A. E. Staley Mfg. Co. 8 
Standard Brands, Inc. ye 5] 
Wm. J. Stange Co. July ‘61 
Chas. Stehling July ‘61 
Sterwin Chemicals 6 
Sunkist Growers 22 
Supermatic Packaging Corp. 37 
George H. Sweetnam, Inc. 36 
Swift and Company 21 
Union Confectionery Machinery Co., Inc. 66 
Verona Flavors 20 
Visking Company 43 
Warner-Jenkinson Mfg. Co. July ‘61 
R. D. Webb & Co., Inc. July ‘61 
Western Condensing Co. July ‘61 
J. O. Whitten Co., Inc. 9 
Wilbur Chocolate Co. , July ‘61 
Wood & Selick Coconut Co. July ‘61 
Wm. Zinsser & Co. ~y July ‘61 
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The biggest 
single development 
in Mogul history! 
New, Improved, High Production 
“STAGGERED ROW” 
DEPOSITING SYSTEM 
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PRODUCTION 


® No extra labor! 

e No extra trays! 

e No extra starch! 

® No extra starch drying! 
® No extra floor space! 







J. M. Whittaker 
PRESIDENT 


New England 
Confectionery Company 


“Today, as never before, 
we live in a world of 
new ideas, and because 
of the competitive pace 
there is an ever increas- 
ing need to adopt and 
grow with these new 
concepts.” 






It is like magic... just by adding a Staggered Row Pump 
Bar, you increase production from 50% up to 150%, employing 
the same labor, same floor space, the same quantity of starch 
trays, the same quantity of starch... 

And the miracle of this new concept of depositing is that 
you reduce the speed of your Depositor very significantly 






while increasing production tremendously! 








Now, more than ever, you need the Staggered 
Row Pump Bar to solve tomorrow’s production 
problems today! To ignore this invaluable new 
implement to increase your production with no 
additional labor and other operational costs is a 
costly mistake. 


Ask anyone, anyone who has installed a Staggered 
Row Pump Bar about the maximum benefits 
which can be derived. Actual plant survey statis- 
tical studies are available on request and we can 
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refer you to manufacturers in your own locality. 


DON'T DELAY! 






IIAINOMBAL IL, 


EQUIPMENT CORPORATION 


We guarantee this! 


The future of Mogul production is tied to the Staggered Row Pump Bar 


Your program for growth of business and profits 
in 1961 deserves the services of experienced 
specialists. 


Without any cost or obligation... our expert 
engineers will visit your plant to study your com- 
plete line of cast pieces. A resulting survey will 
guarantee you increased production of 50% up 
to 150% with the flexibility to take as many 
items in your line as possible on one Staggered 
Row Pump Bar. 





Cail us to arrange for your 
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The Hubinger candy man never forgets you 


It's not that he has a remarkable memory. He hasn't. He's 
just an ordinary guy that way. He puts shaving cream on 
his toothbrush, and he's still carrying around that letter 
his wife gave him to mail three weeks ago. He often says, 
“lll never forget what's-his-name.” 

But when it comes to candy-making, it's another story. 
He's OK. Nothing ever escapes him. Mention the name 
of a client, company or the candy being made, and 


THE HUBINGER COMPANY 


KEOKUK, IOWA 


New York Chicago Los Angeles Boston Charlotte, N.C. Philadelphia 


things start clicking. His methods for recording this infor- 
mation are unusual, and bear a striking resemblance to 
those used by certain law-enforcement agencies. 

When asked how he learned about these techniques), 
he parries the inquiry by mumbling something completel 
unintelligible. No matter. The main thing is that he nevef 
forgets you, and he never loses sight of your candy probe 
lems. Write, wire or call for him, and you'll see. 


BS 


CONFECTIONERS’ CORN SYRUPS 
DRI-SWEET CORN SYRUP SOLIDS 
THIN BOILING STARCHES 
MOLDING STARCHES 
Prompt Truck and Rail Delivery 











